Next Week 
You Will Find 


in “The Recorder” 


Model Promotion for Men 


A model stock promotion on men’s 
shoes will be a feature of next week’s 
issue. The idea of the model stock plan 
is to select carefully each shoe to be 
carried and to consider it as a separate 
and distinct departmental item against 
which profit and loss can be figured. 
When each shoe stands on its own stock 
footing, it shows clearly its salability. 
Later in the season, it is possible to re- 
order and refill if the shoe is a seller. 
If it is not, it is better to know the 
worst at the earliest possible moment 
so as to be able to discontinue the shoe 
before it has done real harm to the 
profits of the season. 

In this week’s issue we cover com- 
pletely the promotion of women’s shoes 
for the six weeks’ period—Aug. 15 to 
Oct. 1. In next week’s issue we do a 
similar thorough study of men’s shoes 
to the end that planned business from 
Labor Day to Nov. 1 may be the order 
of each day’s selling. 


* * * 
New Ideas 


“The most sublime of human epics 
record, not the furious clash of contend- 
ing armies but the silent struggles for 
mastery of rival institutions; the most 
profound of human dramas depict not 
the onward march of conquering le- 
gions—BUT THE UPWARD SURGE 
OF NEW IDEAS.” 

—Dr. George S. Counts. 


And we dedicate this issue to the task 
of revealing new ideas affecting shoes. 
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July 16, 1931 


The VOICE of the TRADE 


Style shows have seen 
their best days and Boston demon- 
strates that shoe men can be 
brought together without “eye ap- 
peal.” Crowds are good-will con- 
tagious in such gatherings as last 
week’s market fair, and industry is 
benefited by the contacts of men 
and ideas. Step by step, order by 
order and pair by pair the new sea- 
son opens auspiciously. 

As qualified an observer as 
James H. Stone, ne of the 
N. S. R. A., reports: “In the past 
thirty days a remarkable return of 


oO HS 


confidence in industry has come 
through the retail shoe merchants 
of America. With it has come the 
stabilization of prices on new 
strong selling levels and industry 
can now move forward and up- 
ward after its long spell of drag- 
ging on the bottom. Boston: has 
truly emphasized that we are at a 
significant turning point for the 
better. As business conditions im- 
prove, watch the gradual rise in 
commodity prices for their prog- 
ress will parallel the upswing in 
business. Merchants everywhere 
should continue to keep their 
stocks fresh and clean so that re- 
serves of bankable money can be 
kept ready for each new selling 
opportunity.” 


* * x 


Usually sales conferences 
are conducted by bringing the 
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sales force into headquarters. 
The Brown Shoe Co. reversed. this 
process recently when they took 
the executive heads to the sales 
force. . 

Traveling in a private car with 
officials of the company headed by 
John A. Bush, president of the 
firm, and T. F. James, vice-presi- 
dent in charge of sales, the follow- 
ing cities were visited and divi- 
sional sales conferences held: 
Dallas, Tex.; Atlanta, Ga.; Cin- 
cinnati, Ohio; Philadelphia, Pa., 
and Minneapolis, Minn. A short 
conference was held at headquar- 
ters in St. Louis for the men in 
surrounding territories. 

Those who made the trip were: 
William Kaut, Harry Ostermeier, 
A. C. Mudge, Dick Hunt, Allen 
Townes, A. G. Schmidt, E. L. 
Boneau and A. G. White, adver- 
tising manager of the company. 


* * 


Orto Hassel, whose 


merchandising eye is constantly 
trained on the market for new 
shoes needed by the store in Chi- 
cago which sells more men’s shoes 


on one floor than any other store in 
the world, believes that “the news- 
papers have misled the man public 
of America by indicating price re- 
ductions not in keeping with actual 
production and distribution possi- 
bilities, but nevertheless we stand 
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ready the day following Labor 
Day to give to our customers the 
most for the money, as we see it 
—not as newspapers hope to see 
it—for good shoes and service are 
worthy of a good price. 


* * 


B. c. white, 
Ernest Kern Co., Detroit, says: 
“Yes sir; there is a decided change 
in our promotion plans for this 
year. Last year promotions at 


¥ 





$7.45 jammed them in the store. 
This year this same price proved 
to be a big flop. Promotions that 
really draw the crowds this year 
are right in and around the $5 
mark. Realizing this, we have 
brought our $5 shoes from the 
basement to our main selling 


floor.” ° 
k * Ox 


Edward S. Brownsten, 
Betty Jane Shoe Stores, Detroit, 
declares that “theoretically and 
actually up to two years ago one- 
priced chain or group stores could 
operate very profitably through 
their greater turnover at less profit. 
The one-price store of today’s buy- 
ing trend has changed the situa- 
tion in that the mental attitude of 
the buying public has also changed. 
The girls are now asking: ‘Have 
you any better shoes?’ They are 








also asking: ‘Are these good shoes 
at $3.95?” 

“We tell them frankly that they 
are not as good as the $6 shoes 
they previously bought in our store 
but very much better than last 
year’s $3.95 shoes. In spite of the 
fact that the shoes we are show- 
ing them have been sweetened up 
considerably through some remark- 
ably good buys in real high-grade 
cancellations, the feeling seems to 
be that shoes at $3.95 are only 
$3.95 shoes. In the very near 
future, when things break, it is 
our intention to go into better 
grades and varied prices.” 


x * * 


amen was visited 
during the shoe and leather fair by 
the big blimp “Enna Jettick.” 
The ship, which is 138 feet long 
and nearly 40 feet in diameter, 
carries 86,000 cubic feet of helium 
gas and 14,000 cubic feet of air. 
Fred Emerson and _ Buford 
Jones, of Dunn and McCarthy, 


, A) 


makers of Enna Jettick shoes, ten- 
dered a cruise over Boston and the 
harbor to a number of New En- 
gland shoe and leather men and to 
several visiting buyers. The pas- 
senger gondola carries three per- 
sons and the pilot. 

Among those who made air 
cruises over Boston in the blimp 
were: 

Sidney Winslow, president of 
the United Shoe Machinery Corp. ; 
Ray Field, president of R. H. 
White & Co., Boston; Roger Cur- 
tis of the Curtis Shoe Co., Warren 
Thompson of J. L. Hudson, De- 
troit; Willis Hargrave of Meier 
& Frank Co., Portland, Ore.; 
Leonard Brown of the Emporium, 
San Francisco; F. Rubenfield of 
Bloomingdale’s, New York; A. 
Hotchkin of Filene’s, Boston. 


* * * 


am frocks for 


salesmen in stores is a suggestion 
which comes to us this week. The 











Ask Me Another 


—Will there be a widespread cut in wages? 
—I doubt it, and heaven forbid such a move. 
+What will prevent it? 

—The growing realization of business that 
it must concern itself more and more with 
the individual, not as an adjunct of mass 
production, but as a person whose hap- 
piness, security and purchasing power is 
necessary to insure the future of industry 
and commerce. 
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textile trade is succeeded in putting 
some clerks in pajamas, or cotton 
frocks, in dry goods stores. If a 
leather frock is too hot, as com- 
pared with an artist’s frock, such 
as grace the forms of some clerks, 
why not a shoemaker’s apron of 
leather, with pockets for the horn, 
the measuring stick, the button 
hook and the rest of the kit. 
Bizarre it may be. But remember 
that Barnum didn’t make fame 
and fortune by sticking to stand- 
ardized methods. 


* * * 


"Ube sovereign remedy 
that will cure most of the ills of the 
shoe business,” prescribes Harry D. 
Leighton of Auburn, Maine, “is a 
decided tightening up of credits by 
the tanners.” Long, loose credits ex- 
tended to the in-and-out-again 
kitchen shops who are operating on 
a shoe string makes the going very 
hard for concerns capable of paying 
their bills. 

2 2 


Wiliam J. Woods, 
of I. H. Morse Shoe Store, Lo- 
well, Mass. “To say that our 
sales are ahead of last year is tell- 
ing the truth; but it does not com- 


mence to tell how hard we have- 


had to work to make this record. 
For example, one of our boys a 
few days ago showed me his sales 
register wherein he made 239 sales 
in one day but the total of all this 
effort only added up to $285. 
“Making a profit or even a 
slight profit takes some real 
thought. In order to do this we 







must first give the public merchan- 
dise at the price they are in the 
mood at that particular moment to 
purchase. The momentum of one 
week’s promotion will not follow 
through the next week. This 
means that a different shoe or price 
must be promoted each and every 
week. We are just like a fellow 
with a lot of bait. If they are not 
biting on the flies they may be on 
minnows. This means that when 
the sales fall off on any one line 
we must feed them something else. 
This something else is not always 
a cheaper price. 

“Just a couple of weeks ago we 
had $3.98 and $4.98 shoes down 
front, with no great amount of 
action. Through our method of 
keeping close tabs on the situation 
we switched to $9 just before the 
holidays. The thought was right 
because just those few days the 
people were looking for some of 
the better shoes. The old fash- 
ioned merchant who stuck to one 
type of window trim and one 
method of featuring certain types 
of shoes gown front, week in and 





x BORE, THIS 
CHAMELEON 





week out, is decidedly out of the 
picture. Constant changing that is 
harmonious with the current trend 
is what is getting the business.” 


* * * 


James M. Nahon, of Madrid, 


Spain, has taken out American 
patents on a non-skid device for 
boots and shoes. His device pro- 
vides for the use of fine chains. 
Possibly he had his idea from the 
non-skid chains that are used on 
automobile shoes. One chain fas- 
tens across the forepart of the 
sole, just beyond the ball line. Its 
ends are attached by a clamp on 
the edge of the sole. The other 
chain passes lengthways along the 
center of the shoe. One end is 
locked in to the cross chain, and 
the other is attached to a cleat set 
in to the shank of the shoe, close 
to the heel. The chains may be 
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removed from the shoes when not 
needed. 

Is there in this invention an idea 
for golf shoes? It’s obvious that 
if the non-skid cleats on golf shoes 
could be removed after the game, 
then the wearer could walk across 
the clubhouse piazza_ without 
splintering its floor. 


* * * 


V. M. Curtis, 
Boston Store, Milwaukee, says, 
“We intend to hold the 27 per cent 
gained business that we made the 
first six months of this year 
through having our fall shoes come 


in very early, as we believe that it 
will be easy to sell new fall shoes 
during August and the first of 
September rather than try to use 
strong-arm sales methods. Our 
experience over the past year 
has proved that people respond 
to new merchandise at a fair 
price much better than they do 
to distress merchandise or clean- 
up sales at reduced prices. We 
look for the most action around 
$7.50 retail price.” 


* * * 


J. B. Toronto, 


Birmingham, Ala., observes: “The 
best way we have found to keep 


business up is through better 
shoes and better service and more 
sizes than the public can hope to 
get in the lower priced grades. In 
other words, we try to give them 
‘more than they expect for their 
money. Just now we can do it 
because we can give them as much 
for $6 as they could get for $8 a 
‘couple of years ago. The public 
is filled up with hokum about bar- 
gains and so the stores that are 
‘giving them the maximum of good 
-service and good values can safely 
hope to keep the confidence that is 
necessary to keep the wheels of 
industry going.” 
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The budget, presented 
to the Canadian Parliament by 
Premier Richard B. Bennett is in- 
tended for the double purpose of 
making up the deficit in the Do- 
minion budget, and to assist the 
unemployment situation through 
increased protection to domestic 
industries. The duty changes be- 
came provisionally effective at the 
Canadian custom houses June 2, 
subject to approval of Parliament. 

A comparison of the new and 
old Canadian rates of duty on 
products of particular interest to 
the boot and shoe trade follows: 


New Rate Old Rate 

of Duty. of Duty. 
Ad Valorem Ad Valorem 

Sole leather .. 25% 174% 
Leather not fur- 
ther finished 
than tanned .. 
Leather manu- 
factures, n.o.s. 


20% 
35% 


15% 
25% 


Senn F. Moorhead, Jr., 


Quincy, Mass., sums his observa- 
tions of present-day merchandis- 
ing trends up like this: 
“Merchants who have stuck to 
quality are much happier than 
those who lowered their grades 


considerably. We have all gone 
into lower priced fields to some 
extent in an endeavor to meet the 
present trend. Those of us who 
are playing a wider price range 
and still insisting that our good 
customers buy good shoes are 
making a very creditable showing.” 


Small colored vamp heavily overlaid by colored kid. 
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A greement between the United States 
and France on the essential principles of President 
Hoover’s plan for a year’s moratorium affecting pay- 
ments on international debts and reparations arising 
out of the World War was everywhere recognized as 
an event of prime importance from the standpoint of 
its effect upon the business situation. 

Some went so far as to declare it the most impor- 
tant happening since the armistice, and while the atti- 
tude of caution bred of the experiences of the past 
two years makes many business men unwilling to 
indulge in forecasts as to the immediate future, there 
is a very general feeling prevalent throughout industry 
that the acceptance of the Hoover plan marks a defi- 
nite turning point in the direction of recovery. 

The significance of the step, in the opinion of many 
well informed bankers and business leaders, goes far 
beyond the immediate effect it will have in easing the 
economic situation in Germany and other European 
lands that would have been affected by an economic 
collapse in the Reich. As pointed out in the editorial 
by Alvin I. Findley, published in the Recorper of 
July 4, the spirit of cooperation shown in the debt 
agreement and the willingness on the part of nations 
to make individual sacrifices for the benefit of all, 
promise to be the most vital and lasting benefits 
accruing from this memorable achievement in the field 
of international relations. They point the way to an- 
other great international achievement in the reduction 
of the burden of armaments. 

The response of the Stock Market, apparently, fur- 
nished no index of the remarkable improvement in 
sentiment that has taken place throughout the nation 
as a result of the debt agreement. As in the case of 
most other events of similar importance, the market 
had to a large extent discounted the actual decision in 
advance. As tangible benefits appear in various lines 
of business they will doubtless be reflected in the 
weeks to come in improvement in the value of indi- 
vidual securities. 

To sound the opinion of a cross-section of the shoe 
industry as to the effect of the moratorium on business 
in general and the shoe trade in particular, Boor AND 
SHOE REcoRDER addressed telegrams last week to a 
number of outstanding manufacturers and merchants. 
The replies were unanimously of the opinion that the 
President’s accomplishment will be a powerful aid in 
quickening the return of prosperity through its effect 
upon general business and that the shoe industry will 
share in the advantages that will come to business as 
a whole. Some of the more significant replies re- 


Moratorium Hailed as Aid 
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ceived from manufacturers, merchants and outstand- 
ing leaders of business in other fields are here quoted : 


PRESIDENT HOOVER’S ACTION WILL AID IN 
RESTORING CONFIDENCE THROUGHOUT THE 
WORLD AND PLACES AMERICA IN A FAR MORE 
FAVORABLE LIGHT IN THE EYES OF OTHER 
NATIONS. OUR INDUSTRY WILL BENEFIT ALONG 


WITH ALL OTHERS AS COURAGE REPLACES 
FEAR.—HAROLD C. KEITH, GEORGE E. KEITH 
COMPANY. 

e 


PRESIDENT HOOVER’S MORATORIUM IS MOST 
CONSTRUCTIVE, FAR REACHING EVENT SINCE 
THE ARMISTICE. LET US HOPE IT WILL EFFECT 
WORLD WIDE ARMAMENTS BEFORE ITS FINAL 
INFLUENCE IS REACHED. BUSINESS IS RE- 
SPONDING SPLENDIDLY INCLUDING SHOE AND 
LEATHER INDUSTRY.—H. W. COOK, A. NETTLE- 
TON COMPANY. 

e 


BELIEVE ADOPTION OF HOOVER PLAN MARKS 
BEGINNING OF BUSINESS RECOVERY. MORE 
ESPECIALLY AS IT WAS TIMED RIGHT TO BE 
UNIVERSALLY ACCEPTED AS A REMEDY TO 
TERMINATE THE DEPRESSION CYCLE.  IM- 


PROVEMENT AND OPTIMISTIC TREND OBSERVED 
ALREADY IN MANY LINES OF BUSINESS. 
MIGHT RATHER BE 


BET- 


TERMENT GRADUAL BUT 
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FUNDAMEN. 

TALLY SOUND 

INSTEAD OF ME- 

TEORIC AND 

UNSTABLE. 

REALIZATION 

LARGELY DEPENDS 

UPON WHETHER OR 

NOT MANUFAC- 

TURERS HAVE QUAL- 

ITY MERCHANDISE 

AT PRICES THE PUB- 

LIC DEMANDS.—H. L. 

TINKHAM, PRESIDENT W. L. 
DOUGLAS SHOE COMPANY. 


MORATORIUM WISE AND PO- 

TENTIAL STEP IN THE DIREC- 

TION OF MORE PERMANENT 

SETTLEMENT OF _ INTERNA- 

TIONAL WAR DEBTS WHICH SHOULD 

ENHANCE CONFIDENCE AND STIMU- 

LATE BOTH INTERNATIONAL AND DO- 

MESTIC BUSINESS IN WHICH THE 

SHOE INDUSTRY SHOULD AND I BE- 

LIEVE WILL SHARE. IMPROVED DO- 

MESTIC CONDITIONS, PARTICULARLY 

AGRICULTURE, SHOW MARKED PRO- 

GRESS WITH PROSPECTS, IN OUR OPINION, OF 

REASONABLY GOOD SHOE BUSINESS FOR LAST 

HALF OF YEAR—JOHN W. CRADDOCK, CHAIR- 
MAN CRADDOCK TERRY COMPANY. 
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Leaders in Shoe Industry See 
Debt Suspension as Influence 


for Betterment 


ALL INDICATIONS SEEM TO US TO POINT TO 
MOST SUBSTANTIAL IMPROVEMENT IN SHOE 
BUSINESS FOR FALL AND WINTER. THIS IM- 
PROVEMENT WILL BE ACCELERATED BY EVERY- 
THING THAT CONTRIBUTES TO THE GOOD OF 
GENERAL BUSINESS. CERTAINLY, THIS MORA- 
TORIUM, WHICH WILL MATERIALLY IMPROVE 
GENERAL WORLD CONDITIONS, IS BOUND TO 
HAVE A VERY BENEFICIAL EFFECT ON ECO- 
NOMIC CONDITIONS IN THE UNITED STATES.— 
BROWN SHOE COMPANY. 


WE ARE WELL PLEASED WITH THE PROBABLE 
EFFECT OF THE MORATORIUM ON BUSINESS IN 
GENERAL. THE SHOE INDUSTRY WILL SHARE 
WITH ALL OTHER INDUSTRIES WHATEVER GOOD 
EFFECT THE PLAN MAY HAVE. — GEORGE W,. 
JOHNSON, ENDICOTT-JOHNSON. 


MORATORIUM HAS HAD AND WILL HAVE A 
CONSTRUCTIVE EFFECT UPON ALL BUSINESS, 
INTERNATIONAL AND NATIONAL. IT WILL RE- 
STORE CONFIDENCE AND FAITH WHICH IS THE 
SOLID FOUNDATION OF ALL RELATIONS, SO- 
CIAL, POLITICAL AND ECONOMIC. SHOE BUSI- 
NESS ALREADY FAVORABLY REFLECTS THE EF- 
FECT OF THE MORATORIUM IN THE RESTORA- 
TION OF CONFIDENCE AND FAITH. — CHARLES 
AULT, AULT-WILLIAMSON SHOE COMPANY. 


MORATORIUM VERY CONSTRUCTIVE AND WILL 
HELP WORLD BUSINESS CONDITIONS. CERTAIN- 
LY WILL CREATE CONFIDENCE IN GENERAL. 
ANY GENERAL IMPROVEMENT IN _ BUSINESS 
WILL BB SHARED BY THE SHOE INDUSTRY.— 
GEORGE P. UTLEY, HARSH & CHAPLINE SHOE 
COMPANY. 

@ 


COOPERATION WINS WHETHER BETWEEN IN- 
DIVIDUALS OR NATIONS AND THE MORATOR- 
IUM SEEMS TO HAVE REACHED A POINT OF CO- 
OPERATION AND SHOULD BE A GREAT HELP TO 
EUROPE AS WELL AS THE UNITED STATES.— 
R. P. HAZZARD, R. P. HAZZARD SHOE COMPANY. 


THE MORATORIUM WILL, WE HOPE, GIVE THE 
WORLD A CHANCE TO CATCH ITS BREATH AND 
[TURN TO PAGE 59, PLEASE] 











Brothers 





There Is No Difference Between the Mark-Up 
You Don't Take and the Mark-Down You Do Take 


Wel, well! So you didn’t know 
Mark Up and Mark Down are related. Oh, yes— 
brothers. They are in every retail shoe family. 

Mark Up is the older brother. He is a fine upstand- 
ing fellow. In fact he is the Earning Power for 
the whole family. 

But Mark Down is the Black Sheep. He is con- 
stantly picking on poor little, weazened up Profit— 
who also is supposed to belong to the shoe family. 

The two Marks brothers are very much in evi- 
dence the latter part of July. More than any other 
time of year. The head of the shoe family is then 
trying to figure how much Mark Down it will take 
to clear out his old spring stock. He is also wonder- 
ing how much Mark Up the new fall stock will 
carry. (Correction—It is hoped he is giving Mark 
Up some thought. ) 

We shoe men all moan about the terrific Mark 
Downs in July. We had thought we were running up 
a nice profit, then along comes July and knocks it 
galley-west. 

But right now let every shoe merchant ask him- 
self: Were those losses caused primarily by too much 
Mark Down or by too little Mark Up? A hard ques- 
tion, for the two are so closely related. 

Therefore, as fall shoes begin to come in, let’s be 
reminded that these very shoes are next January’s 
Mark Down fodder. Our Mark Up policy must be 
established before the season opens. Once the shoes 
are marked—well, they are marked! 

How much should they be priced? To answer the 
Mark Up question, let’s consider first the Mark 
Down problem. 

Ordinarily we think of Mark Downs in compari- 





son to the total sales. For instance, if a merchant’s 
volume was $100,000 and his Mark Downs $5,000, we 
say he had 5 per cent Mark Downs. In other words, 
goods that he had originally marked $105,000 were 
actually sold for $100,000. Mark Downs are a retail 
figure, having nothing to do with the cost. 

Mark Downs assume a greater importance, how- 
ever, if we think of them in comparison to net profit. 
Suppose this $100,000 business produced $3,000 profit. 
Had there been no Mark Downs, the profit would 
have been $8,000. So in this case the Mark Downs 
may theoretically be said to have destroyed 6214 per 
cent of the profits. Quite a different sounding fig- 
ure from 5 per cent of the sales! : 

The vital thing to keep in mind is this: Mark Downs 
affect the final profits the full retail amount of the 
reduction. One thoughtless “dollar off’ seems to 
make very little difference in the day’s total, but it 
changes the year’s net profits exactly one hundred 
cents. 

Net profit is such a slim and delicate figure it must 
be protected from any unnecessary tampering. Con- 
sider now a very simple case of an unnecessary Mark 
Down. 

A special order comes in. To carry normal Mark 
Up, it would be priced $10.00. The customer is a 
good friend, so we say: “Let’s make it $9.00 instead 
of $10.00. What’s the difference, anyway?” 

Here’s the difference. If we ordinarily make a net 
profit of 5 per cent, we must do an-additional $20.00 
to get that dollar back. If we usually make 2 per 


cent net profit, we must increase our volume $50.00. 
Some of us may make only 1 per cent this year. 
Those merchants will have to sell an additional 
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Rate Of Profit 
66 5h 4 OR Oh 
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$100.00 worth of shoes to make up for every dollar 
of unnecessary Mark Downs. 

With that in mind, whenever we plan to lower a 
price, we will hesitate an extra minute. We will take 
a pencil and figure the total retail reduction involved. 
Then we will multiply that amount by anywhere from 
20 to 50, and say to ourselves: “That’s how much 
business we must do to offset this Mark Down.” 

Serious business, this! To cap the climax many 
of the most disastrous, unnecessary Mark Downs oc- 
cur out in the receiving room—before the shoes ever 
see the shelf. 

Every dollar or dime left off the original price 
inflicts the same consequence as a dollar or a time 
taken off as a Mark Down later on. 

So we see there is no difference whatever between 
the Mark Up problem and the Mark Down problem. 
One occurs when the shoes come in, the other when 
they go out. 

Unfortunately, we mark prices too much by habit, 
too little by reason. For years $3.25 shoes have 
been marked $5.00, and $3.75 shoes at $6.00. Any 
deviation from those prices would shock some of our 
more conservative merchants. 


But this season let’s not be 
in such a hurry to mark them. Let’s look at those 
$3.75 shoes one by one. Will this one bring $6.50, 
and that one, and the other one? 

Suppose our honest merchandising instinct tells 
us, “Yes, those would certainly bring $6.50.” Then 
if we mark them $6.00—now don’t skip any of this— 
we take a 50-cent Mark Down on every pair. 
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THE EFFECT OF $1.00 
MARK DOWN 


The additional volume required to 
offset every dollar mark down varies 
with the rate of profit earned. For 
instance, if the business is earning 
2 per cent, a mark down of $1.00 
requires an extra $50.00 in business 
to make up for it. 

Furthermore, there is no difference 
between a $1.00 reduction from the 
marked price and $1.00 extra that 
the merchant could have gotten but 
neglected to put on the original price. 
Each lowers the year’s possible profits 
one hundred cents. 


-If we sell them at $6.00 when they would have 
brought $6.50, then for every pair we sell we must 
do an additional volume of at least $10.00 ($0.50 
times 20) to make the same profit that we would 
have made at $6.50. 

Selling a shoe for $6.50 instead of $6.00 is an 
extra 8 per cent right there, a handsome profit in 
itself. 

Those little fifty cent pieces seem thoroughly in- 
significant to us “big business men.” We like to think 
in bigger terms, the month’s sales or the year’s vol- 
ume. 

Yet a fifty cent difference, applied here and there 
throughout the store, day after day, year after year, 
has saved many a merchant who would have sunk 
but for that difference. 

Why? Because each fifty cents comes from, or 
adds to, the net profit, whereas we are likely to con- 
sider it as merely a part of the volume. 

This old principle is just as true as ever: The profit 
is all in the top ten per cent of the sales. Cut off the 
top and the profit disappears, but the expenses re- 
main unchanged. 

There may be some excuse for having part of 
[TURN TO PAGE 59, PLEASE| 
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Reaching a S = R 
° AG 0 
A High Spot business in all ap- 


* parel as well as 
in shoes is to be 
noted in July. Those who work in 
shoes have felt the stimulation of 
trade and have taken it for granted 
that the favorable impulse of busi- 
ness is due to the fact that shoes are 
necessities, and the public was in 
need of necessities first. Perhaps 
the same thought carried itself into 
the dress and accessory field for all 
lines of apparel show stimulation 
this month. 
A. H. Geuting, president of the 
National Shoe Retailers Associa- 
tion, said in Boston: 


“The shoe industry is the first major 
industry to show definite improvement 
as a result of the debt moratorium 
effected by President Hoover. 

“Within the past week, leather prices 
have gained 15 per cent, and within the 
past month have had three major up- 
ward moves. Shoe buying has been the 
best in years as retailers appreciate that 
manufacturers cannot replace current 
leather stocks except at advancing 
prices. 

“The shoe trade did not really feel 
the effects of the depression until June, 
1930. Since then business has dropped 
about 10 per cent. This relatively small 
decline is explained by the fact that the 
shoe business is a highly competitive 
one and did not reach the peaks in 
profits or sales that other industries ex- 
perienced. Accordingly, the let-down 
was not as severe as in most other 
lines.” 


Mr. Geuting gives credit to an ex- 
ternal force for the correction of an 
internal problem of an_ industry. 
The debt moratorium, as an external 
force, has influenced the minds of 
business men in the right direction. 
That is about all it has done. People 
buy shoes “by use” and the shoe 
trade is encouraging new uses for 
summer footwear and has been able, 
through internal correction, to put 
the business on a better basis of 
service to the ultimate consumer. 

The market week at Boston was 
an internal sign of appreciation of 


the possibilities of good business for 
early Fall. The Market Fair was 
held at the right time for such a 
demonstration of shoe interest. Bos- 
ton will be credited with being the 
stimulant and well deserves it. Here 
is the official statement from New 
England headquarters, summing up 
the accomplishments of the week: 


“President William J. Fallon and the 
other officials of the 1931 Boston Shoe 
and Leather Fair, which came to a suc- 
cessful close yesterday, expressed their 
gratification at the large volume of buy- 
ing of New England footwear that re- 
sulted from the Fair and also at the 
almost record number of buyers that 
were in the city for the event. These 
came from every part of the United 
States, including the Pacific Coast, the 
delegation from the latter being larger 
than for some years. 

“There is no question that a greater 
quantity of orders was placed at this 
Fair than in any recent year, this re- 
sulting both from the general feeling of 
optimism that has been developing ever 
since President Hoover launched his 
movement for an International War 
Debt Moratorium and from the recent 
significant increases in the prices of 
sole leather. 

“As one of the Officers of the Fair 
remarked, ‘Our Twelfth Annual Shoe 
and Leather Show will go down into 
history as one of the most successful in 
an all-around way of the twelve that 
have been held here by the New Eng- 
land Shoe and Leather Association, and 
must be regarded as definitely establish- 
ing the status of this annual trade get- 
together as a feature in the shoe busi- 
ness that must always be reckoned with! 
We have found no unfavorable reaction 
from the discontinuance of the former 
runway Style Revue and the subscrip- 
tion for it of our New England Shoe 
Art Salon as an educational feature. 
Everybody was highly pleased at what 
they termed the ‘serious’ character of 
this year’s Fair. Through it New Eng- 
land has once more demonstrated its un- 
doubted leadership in the shoe indus- 
try.” 

Crowds are contagious and the 
spirit of the crowd in Boston was a 
bit more confident of bigger and bet- 
ter business than what national and 
international events justify. There 
was much of the seasonal upswing 
in back of the July movement of 
healthy buying. It is natural for 





stores to want new shoes for a fall 
season that opens four weeks from 
this date. When shoes are wanted 
in a hurry, then there is the possi- 
bility of the delusion of prosperity. 
For six weeks to come, there will 
be busy factories everywhere, en- 
deavoring to make and deliver shoes 
needed for the early season. 

But a year’s volume of production 
and volume of sales at retail is 
something else again. It is some- 
thing to be planned—not in feverish 
haste of a market buying trip; but in 
the orderly specification of goods 
COMING IN and sales promotion Mov- 
ING THEM OUT. 

This is a serious year in merchan- 
dising. Merchants can expect an in- 
terest in new footwear in September 
and October and perhaps a lessening 
interest in November and December 
when the public turns to major ex- 
penditures of heat and shelter for 
the colder months ahead. Can the 
shoe industry eliminate much of the 
spotty character of business—good 
one period and bad the next? If it 
planned and sold shoes on the prin- 
ciple of use, fit and service—which 
are constant factors the year round 
—then it might properly and profit- 
ably stress high fashion in its short 
season. Such a plan to business 
would help materially to bring about 
orderly production and distribution 
but last-minute rushes to select 
goods with the expectation of their 
delivery within a few weeks prior to 
the opening of a new season is un- 
fortunately the prevailing spirit of 
merchandise today. 

Certain high style and flashy foot- 
wear can be bought that way but in 
the long run the steady week-in-and- 
week-out supply and sale of shoes is 
going to make the year a well-bal- 
anced business for some _ houses, 
while others must go through the 
heat and flurry of short rushes of 
production and long intervals of in- 
action. The profit-course to business 
can only come through plan-making 
and selling. 
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Plan Fall Promotion Now 


Ideas for Every Store to Use August 15 to October 30 


A COMPLETE 
SERIES ON 
“HOW TO DO IT” 


This Issue: 

Coordination chart, 
model stock plan, ad- 
vance and fall opening 
promotion for women’s 
shoes. 


July 25 Issue: 

Style coordination chart, 
and early fall promotion 
for men’s shoes. 


August 1 Issue: 


Planned promotion for 
school and college shoes. 


August 8 Issue: 
After-opening promotion 
plan for women’s early 
fall shoes. 


The way to success lies in 
sensing the opportunity and carrying through. With the acceptance of 
the Hoover Plan, the minds of business men turn to “planned sales action.” 
We can’t tell how fast the pick-up will be, but everybody’s eyes are looking 
for what’s going to happen. Just as soon as fear breaks the spending 
will begin because people want to get back to normal living. They like the 
living standards of prosperous times. 

The alert shoe man is putting his house in order for an era of increased 
profitable business. In the Early Fall Promotion Plan the Boot aNnpb 
SHOE RECORDER points a practical way to PROFIT. In it is presented 
style coordination charts for women’s and men’s shoes, a method of de- 
partmentizing stocks for control and promotion, and a planned promotion 
program covering women’s, men’s and children’s shoes throughout the 
early fall season. 

With the passing of the “bargain era” women will regain their sense of 
appropriateness of balance of quality, of value. They are the leaders in 
such things. Wise merchants will sense, encourage and meet the oppor- 
tunity for profitable business. 

The best selling weeks of the Fall season are in the opening selection of 
apparel and shoes during the weeks of August 15 to October 1 and the fol- 
low-up of spectator football wear to October 30. These weeks lead into a 
national change of footwear for colder weather wear. 
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Selling Ideas 


from the 


Apparel Chart 


ow. 


INCE a woman buys shoes after she 

buys her coat and dresses, study and 

promotion of the principal points of 
style coordination assure greater success 
in selection and selling of shoes. Appro- 
priateness is the first demand of a well- 
dressed woman. 


While brown and bright colored coats 
are placed first, 80 per cent of last year’s 
coats were black, and many will be worn 
for the second season. Indications are 65 
per cent black, 30 per cent brown, 5 per 
cent novelty colors for fall shoes. In 
blacks, 60 per cent kid. 


Contrasts strong—dark coat, bright 
dress; light coat, dark dress; dresses with 
contrasted blouses or belts. Shoes should 
take the darker costume color. Tailored 
tendencies call for more tailored types in 
shoes, with a trend to Cuban heels to 
17/8, and down, and some continentals 
and boulevards 


Not all accessories should match; the 
hat could take the dress color, shoes, bag, 
gloves, the coat color. For example, where 
the fur trim is in different color than the 
—_ if darker, the shoes may match the 
ur. 


The same coat may often serve for 
spectator and business wear by varying the 
accessories, including shoes, to change the 
effect of the costume. Likewise the spec- 
tator outfit may serve for active play, with 
appropriate accessories; also, if the fur is 
in a lighter contrasting color. The lighter 
trim or ornament on the shoe is smartest 
when matching other accessories. 


When the accenting color in a costume 
is bright, little of it should be used. For 
example, a bright red dress and black coat 
would look best with black accessories, 
with a slight touch of red on bag and hat. 


Patent shoes will be smart with dull 
surface fabrics in afternoon dresses; kid 
with satin; suede with velvet. 


Mount this chart for reference; watch 
the ads of LEADING apparel shops; it will 
direct your color promotions and sales 
through knowledge of style coordination 
between your shoes and the garment fash- 
ions 


Ex 7a 











STREET 
AND 
BUSINESS 


SHOPPING 
AND 
TOWN WEAR 


* 
Early Fall 








TAILORED 
TOWN 

& 
SPECTATOR 
SPORTS 
WEAR 

e 

Early Fall 





Coat fabrics: Rough surfaced fab- 
rics, dominated by bouclé weaves, 
also many diagonal and-cheviot types, 
crossbar and nubbed effects. Flat 
fur trimmings, fox the outstanding 
exception. 

Dress fabrics: Wool crepes, fine 
worsteds (all crepey types outstand- 
ing), jerseys, some cashmeres and 
dull crepes. Some tailored mannish 
fabrics in coat-dress styles for high 
styles. 

Silhouettes: Grow straighter, with 
a tendency toward more tailored 
lines. Silhouette governed by waist- 
line, belted or not. Many belts on 
general utility and town coats. Neck- 
lines and sleeves center of interest 
in coats; dolman and kimono like 
sleeves prevalent. Skirts are some 
shorter for general wear. 

Colors: Brown, dark and medium, 
green (bottle and bright), red, rang- 
ing from rust, bright and dark reds 
to raspberry reds. Black, too, will 
have some appeal; some beige. Con- 
trasts popular; tricky color combina- 
tions. 





AFTERNOON 
WEAR 


es 
Early Fall 





Coat fabrics: Smooth  velours, 
suede surfaces, broadcloth, cashmere, 
some boucle effects and velvet. 

Dress fabrics: Satin, dull crepes, 
velvet, cashmere, some chiffon broad- 
cloth, frost crepe, velvet, faille crepes. 

Silhouettes: Tendency, toward 
straighter lines in coats; sleeve and 
neck line interest; some belted 
types, and many side button closings. 

Colors: Monotone fabrics chiefly; 
with color contrasts for interest. 
Dark dresses with light coats, or vice 
versa. Brown, green, red and rust 
shades, beige and black. 





EVENING 
SLIPPERS 


co 
Early Fall 





Fabrics: Much satin, some dull 
crepe, faille crepe and transparent 
velvet. Numerous velvet evening 
wraps, most frequently ermine 
trimmed. Many ermine wraps. 
Silhouettes: Molded hips, with full- 
ness commencing below hips or 
knees. Odd back, decolletes. Some 
two-piece dresses in fabric combina- 
tions; bodice of satin, skirt of chif- 
fon. Three-quarter length wraps very 
important; also long wraps. A carry 
over of the short type also. 

Colors: All white, pale pink, 
creamy beige outstanding. 








ACTIVE 
SPORTS 
WEAR 


e 
Early Fall 


Fabrics: Tweedy and rough weaves 
in coats—with belted fur coats fol- 
lowing. Dresses of woolen tweed 
and monotone weaves; wool crepe 
and jersey. 

Silhouettes: Full shouldered, trim 
lined, some skirt fullness, skirts short 
for comfort. 

Colors: Brown or bright colors. 
Match brown jackets and coats with 
colorful dresses. 
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The Model Stock -Plan suggests as typical 
models for the first UNIT—a brown calf 
oxford—a suede tie, alligator trim—a suede 
and calf with wide saddle strap—step-in 
of black suede, black patent banding—tan 
calf pump, dark brown smocking, short 
vamp. 


Strengthen in fitting 
area and build up 
best bets in different 
combinations before 
PUMP adding more patterns. 










OXFORD 
STRAP STEP-IN 









In the second UNIT are—Dressy oxford, 
brown kid, lustre trim, lizard tongue—one- 
eyelet calf tie, moccasin throat—low rid- 
ing calf one-strap—pinseal step-in, patent 
bandings—spectator pump, suede and calf. 


Local acceptance 
must necessarily gov- 
ern the selection of 
types. These accord 
with tailored and 
spectator apparel 
PUMP modes. 





m Ra 


HIGH THROAT 
STEP-IN 








DEMI-OXFORD STRAP 


In the third UNIT are—black patent re- 
gent, square throat—high throat step-in, 
kid quarter and heel, suede vamp—demi- 
oxford, moccasin throat—black suede, 
open shank strap—angel skin, open shank 


T-strap sandal. 
All models in this 
chart are selected to 
create an ideal stock 
of shoes to meet fall 
apparel trends. Study 


rT. Ro your local apparel 


SANDAL preferences. 








SANDAL 








PLAIN PUMP 
DYEABLE STRAP 








TRIMMED PUMP 


In the fourth UNIT are—pastel suede 
sandal, gold and silver kid trim Silver 
King pump, gold kid trim—plain crepe 
dyeable pump—panel one-strap bro- 
cade and gold. 


Watch your timing to meet the peak 
of demand with interesting variety, 
and be able to present new ideas for 
the winter season. 








SADDLE STRAP 





In the fifth UNIT are—Wales ox- 
ford, suede, alligator trim—sport moc- 
casin—saddle strap sport oxford, two- 
— calf—brogue two-strap, brown 
calf. 


For obvious reasons, riding boots and 
other specialized types are not in- 
cluded in this group of styles to meet 
general demands. 








Boot aND SHOE RECORDER 


combining THE SHop RETAILER, July 18, 1931 


Model Stock 


Plan for 


Early Fall 


HE chart presents women's fall shoe 

styles departmentized to permit the 

measurement of sale of each stock 
UNIT, so that the rate of turnover, gross 
and net profit of all of the items can be 
estimated. 


Each unit is coordinated to meet the ap- 
parel fashion trends in each bracket, thus 
covering the requirements in styles and 
size ranges with the minimum stock re- 
quired to assure sales through service, 
backed by a good instock connection that 
permits frequent fill-ins on styles in de- 
mand. 


Size scales will vary in different stores, 
as may the styles. Each store presents a 
slightly different problem in a measure, 
but not nearly as much as many individual 
owners imagine. Chain stores have proved 
this point. 


In this projected model stock of shoes 
in the five brackets the first group re- 
ceives the greatest pairage, closely fol- 
lowed by the second group, totalling above 
half the purchase. The afternoon UNIT 
is some smaller, while evening and active 
sports shoe UNITS are smaller still. Com- 
munity demand and seasonal changes will 
vary the percentages. 


Before considering a greater variety of 
patterns, for a larger projected investment, 
the patterns of the model stock should be 
strengthened in their fitting areas. Next 
would come the building up of the best 
bets in different combinations, proved by 
past experiences and key-buyers successes. 


Reduce bad buys quickly, in about two 
weeks, and get prompt disposal through 
keen promotion. Slow sellers, in models 
that you think are “always good” should 
be watched, and stocks planned and 
checked to assure their disposal in time to 
permit new models and variations for the 
winter season, Something new stimulates 
interest; even the conservative woman 
customer prefers variation to the. same 
old thing. 


Try every last on feet before buying 
volume. Keep a record of regular cus- 
tomers who wear odd sizes. 


LAS st 




































































NEW Opportunity! Pep Up 









Oren your Fall advertising 
campaign early with a series of ads and small displays 
featuring the highlights of new footwear, follow with 
fall opening or style week and continue with weekly 
promotion ideas that dominate in advertising and 
displays. 

Plan your ads for seasonal continuity in appearance ; 
design your window backgrounds to permit featuring 
IDEAS that sell shoes rather than decorations. Use 


Start Fall Advertising Early 


It's a NEW Season! NEW Shoes! NEW Customer Interest! 


and Step Up with a PLAN 


interior decorations and displays that give a seasonal 
atmosphere. 

You have new shoes whose beauty of design is 
the practical expression of some one’s love of his 
work far beyond mere compensation. You have skill 
and understanding that assures the healthful comfort 
of proper fitting. You should be eager, alert, proud. 

When you're enthusiastic, study, planning, work- 
ing are all tremendously interesting—and PROFIT 

[TURN TO PAGE 24, PLEASE| 
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New for FALL 











Suede takes the Lead 
in Smart Fall Shoes 






























































Preliminary Prestige Ads in the Model Promotion Plan for Fall 
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The Demi-Oxford— 
A Fall Favorite 


As dressy as a step-in 
pump—as snug fitting as an 
oxford—the demi-oxford is 
an ideal daytime shoe for 
fall. Developed in various 
leathers, colors, trimmings 
and heels, to perfectly ac- 
company the rough-weave 
street costume, the trig tai- 
lored outfit, or the dressy 
afternoon ensemble. See 
them among the new fall 
shoes just arrived. 








e SMALL 
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Suede Takes the Lead 
in Smart Fall Shoes 


Because it is so effective 
with the new fall fabrics— 
because it contrasts so per- 
fectly with other leathers— 
because it is adaptable to 
every daytime occasion, 
suede is most popular in the 
new fall shoes. It’s here in 
oxford, strap, step-in and 
pump models, in all the new 
dark colors of fall. See them 
among the new fall shoes 
just arrived. 
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Two Leathers Are 
Smarter Than One 


Some new shoes use con- 
trasting leathers of the same 
color half and half—many of 
them have trimmings of con- 
trasting leather—thus meet- 
ing the vogue of contrasted 
materials in apparel with ex- 
ceeding chic, and harmoniz- 
ing smartly with the darker 
tone of the costume of con- 
trasted colors. See them 
among the fall shoes just ar- 
rived. 














Fall Daytime Shoes 
Have a Sturdier Appearance 


Fashionists are telling of 
surface-interest in fall fab- 
rics — probably you've no- 
ticed these novelty weaves 
yourself. To accompany such 
weaves smartly, shoes for 
daytime wear have a more 
tailored, studier appearance. 
You'll enjoy seeing the many 
attractive variations among 
the new fall shoes just ar- 
rived. 


These four preliminary ad ideas serve to focus attention on new footwear 
fashions and the store that sponsors them. They let women know that you are 


abreast with the fashion times. 


want to, with rare exceptions. 

In New York Altman’s featured the new little hats in May or early June; 
Franklin Simon featured the little hats and a new Fall coat, Monday, June 6; 
Betty Wales and Gimbel’s featured the new hats the following day. Individu- 
ally bidding for style prestige ; collectively establishing a new millinery fashion. 


That’s the way shoes should be promoted. 
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Most of them know style trends; the others 
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e0ece dealers 


HAVE BUILT THE PETERS 


LINE FOR FALL 


If you were styling and 

pricing the Peters Line 

yourself, you’d do it just 
this way 


From the experience of 20,000 Peters dealers, 
we are constantly learning the facts about 
profitable retail shoe merchandising. And 
out of that experience we’ve built the Peters 
Line for Fall—complete in style, broad in 
price range, for men, women and children. 


We have produced a line of all-leather, 
well built shoes to retail at popular prices, 
yet bring you a good profit. Best 


of all, these patterns are carried 

in stock to help you get quick turn- 

over without large inventories. Pel, ce 
When you need shoes for your sell- 


ing season, our floor stocks assure ST. LOUIS 
you of quick shipment. They help 

you reduce inventory expense and speed 
up turnover—the key to net profit. 


Peters Shoes give real service and bring 
vou repeat sales. See the Fall Line before 
you buy! Just write or wire at our expense 
for a salesman. 

¢ 


TUNE IN—TIE IN! “Peters Shoe Parade” 
is on the air every Thursday night over the 
Columbia Broadcasting System, selling shoes 
for you. See newspaper for local station. 
9:45 E.S.T., 8:45 C.S.T., 7:45 M.S.T., 6:45 
P.S.T. 








A Line To Us Will Bring Our Line To 
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INVITATION 
Dear Madam: 





ions for fall. 


accord with fall 
fashions. 


this showing. 
Yours very truly, 














Copy for Fall Opening Ad. 


Fall Opening background. 
This entire week is devoted to an 
informal showing of all the newly ar- 
rived footwear fashions for fall—a FAS 
onderful opportunity for every woman HIONABLE 
: a on FALL FOOTWEAR | 


to see and know what is:newest and 
smartest in leathers, colors and styles 
to wear with the smart fall apparel for 
each occasion. 

Please accept this as your invitation; 
you'll enjoy seeing the new styles, and 
we'll enjoy showing them to you. 











follows when all the fine features of your new foot- 
wear are dramatized in displays and advertising! For 
then the customer sees, knows and appreciates what 
pleasure and profit there is for them in YOUR 
SHOES! 

The first step in the Model Promotion Plan is the 
promotion budget for each UNIT. There are five 
units in the women’s shoe group. The original order 
and projected fill-ins of each UNIT represent an 
estimated retail value, of which 314% is set up for 
promotion. Markdowns should be considered in esti- 
mating gross retail value. 

Keeping the estimated budget of each UNIT sepa- 
rate prevents spending more for one UNIT, and neg- 
lecting others. The budget is apportioned between 
early promotion, intermediate promotion and clear- 
ance. The size of the UNITS in 


Ad, Display and Folder for Fall Opening Week 


This week is devoted to 
an informal showing of the 
newly arrived footwear fash- 


The new models are stun- 
ning in their rich simplicity; 
leathers and colors are used 
in beautiful new patterns to 
apparel 


Knowing all about the 
new shoes will be usch a 
help in creating your new 
fall costumes that we hope 
you will be sure to attend 


FALL FOLDERS 
For the fall folder, and invitation 
letter we suggest paper in a fall tan, 
printed in brown, to harmonize with 
the colors suggested for the window 























THE FALL OPENING 
WINDOW SETTING 

Sections A and B are each built as a unit, of 
wall board, on a frame of two-inch lumber. They 
should meet in back of center panel C. Panels 
A and B are a medium tan or light brown. The 
leaf design should introduce fall’s bright tones. 
This should be made on separate strips and 
mounted as shown. The narrow trim is dark 
brown, as are the edges of the plateaus. The 
center panel is light tan, as is the floor. 

The purpose of joining A and B panels in the 
center is so that C can be removed to allow other 
settings, or perhaps a line of cut out lettering 
across the top of the lower sections of A, B. 

This setting allows grouping fall shoes by units 
for opening display—and high spotting a “major 
B promotion idea” weekly at the center of the 
display. 


in planning the promotion for each UNIT, or group 
of units, which may include several related styles. 

Each Idea Sheet should give the following infor- 
mation : 

1. General description of shoe. 

2. Why you selected the style. 

3. The occasions for which it is intended. 

4. The garment styles and colors with which it is 
smartest. 

5. Quality, workmanship, fit, value—when they 
have a bearing on the advertising and sale of the 
shoe. 

With such a history at hand salespeople should be 
thoroughly acquainted with the selling points of each 
shoe, and the duplicate sheets serve as a fine guide in 
planning a coordinated promotion schedule of news- 

paper ads, direct mail, window dis- 





each individual store will auto- 
matically control the budget. 


plays, and interior displays for the 
related UNITS. 











As the shoes come in and are en- 
tered in the perpetual inventory 
sheets ready for stock, a Promotion 
Idea Sheet is made out for each 
style. One goes to the shelves with 
the shoes to be studied by the sales- 
men. The other is retained to use 





PROMOTION IDEAS 
TO USE AFTER 
FALL OPENING 
WILL BE GIVEN 
IN THE ISSUE 
OF AUGUST 8th 
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Among the Promotion Sheets for 
various shoes there will be some du- 
plication of information. These 
serve to point out the various pro- 
motion ideas which would include 
shoes from various UNITS, for ex- 

[TURN TO PAGE 64, PLEASE] 
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COLLEGIATE 
SHOES FOR MEN 


LINE TO RETAIL AT $4 
SOME GET $5 


They’re full grain Calfskin, with tight fibred back soles—15 
Iron edge—assortment of Rubber and leather heels, wing tips, 
plain tips, fancy patterns in fact they’re styled for young men. 


Priced Across The Board at $2.75 less 5%. 


24 STYLES IN STOCK 


Write for Catalog 





THE CENTURY 

We have opening for live wire, cap- S fees Style 901, selene dia ah 
able salesman with following in > ee Black Cait sea oe ain trim in 
Rocky Mountain States. Give full “epee tit tip. tr 

soles ripple edge, leat eab—aeee Seek 
tails, Confidential. — 

C and D, 5/11. 

One of our pr al st sellers for Fall. 











WALTER W. COLLINS SHOE COMPANY 
MILWAUKEE, WISCONSIN 
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Standardize on Cvani. Brand. 





Standard Equipment’’ IN ALL BLACKi KID 
STYLES OF O'DONNELL’S OTHO SHOES 


In their efforts to make an ideal 
orthopedic shoe for women the 
O’Donnell Shoe Company of 
St. Paul, Minnesota, have not 
stopped with a scientifically con- 
structed last. 



















They have stressed excellence of leather 
quality throughout, realizing that noth- 
ing helps more powerfully to make per- 
manent customers than repeated quality. 


Having done this they have added style 
smartness and stressed snug and perfect 
fitting qualities, rounding out a product 
calculated to make fast friends with the 
public, through balanced excellence in 
all factors. 


In all their Black Kid styles of the Ortho 
Shoe, RUBY KID has long continued to 
be the standard specification—a fact all 
the more significant when one under- 
stands their purpose to excel. 






Their steady adherence to RUBY KID is 
significant of their experience that 











RUBY KID IS A DEFINITE SALES 
INFLUENCE. 







JOHN R. EVANS & CO. 


CAMDEN, NEW JERSEY 


Cincinnati Milwaukee St. Louis 
Philadelphia Rochester Boston 
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More Profit on Women’s Shoes 


Departmentized Stocks, Style Coordination 


and Planned Promotion Will Produce It 


Styling, sizing, timing and 
promotion are vital factors in the profits of every 
shoe store. To have fewer styles, better selected, in 
fuller size scales, and give them sales-compelling 
promotion in ads and displays assures increased turn- 
over and added profits. 

n the chart on pages 20 and 21 is shown the plan 
of departmentizing or UNIT-izing women’s style 
shoes. With the same idea applied throughout the 
entire stock it becomes possible to watch each UNIT, 
so that the rate of turn-over, gross and net profit of 
each division may be known and controlled. Each 
UNIT receives its entitled promotion, a thing that 
rarely happens in most stores. Each UNIT must 
stand on its own feet. 

For the purpose of developing sales between Aug. 
15 and Oct. 30, we have selected a model stock of 
women’s shoes that permit day by day study and 
test, re-order and realignment so that it will be pos- 
sible to say after Oct. 30: With this Model Stock 
and with this Selling Plan we were able to sell so 
many pairs of shoes and we have reached the point 
of minimum stock for clearance with a definite profit, 
known and calculated, on this department—and on 
the various UNITS of the department. 

In percentages it reads like this: 

Projected cost of merchandise 60 per cent. 

Sales: 

Sixty per cent at full price. 

13 per cent at 15 per discount on regular selling 
price. 

Seven per, cent at 40 per cent discount on regular 
selling price. 

Should net a gross profit of 32.5 per cent on the 
gross receipts. With cost of doing business 30 per 
cent (see N. S. R. A. reports), the net profit will be 
5.2 per cent on sales. Notice that this plan considers 
seasonal selling UNITS as well as stock UNITS. 
Slow moving goods are marked down immediately 
to the next lower price level and advertised. They 
will bring more in season than they will if held until 
January or February, with the added advantage of 





making way for new stock to quicken customer in- 
terest during the winter selling period. Obviously 
this applies to the early models. Each unit must be 
TIMED by its peak: of sales. 

For example, evening slippers: sales tend upward 
toward the approach of the winter season. While 
clearance isn’t usual on the early models—slow 
movers with their first mark down would clear out 
better during the period of demand and give way to 
new, fast-movers. 


Thus the Model Stock and 
Promotion Plan progresses step by step, definite 
from beginning to end. The procedure is as follows: 

1. Determine the class of merchandise salable in 
your community, and select shoes capable of sub- 
stantial mark-up. 

2. Concentrate your buying on the fewest possible 
types of shoes and start your promotion with a fair 
stock, capable of replenishment. 

3. Provide a method of recording each UNIT as 
one definite department whose selling life will be 
the one season. 

4. Build up in complete lines complete stocks that 
will turn over rapidly—to be replaced by new stock 
for the next season. 

5. Regulate the size of stock by a selling calendar 
that shows in detail the pair sale day by day during 
the period. 

6. On a definite record of sales estimate your 
need of shoes so that fresh sizes can be supplied 
during the period. 

Obviously, real ability in buying is essential; so 
is real planning. Yet the plan will not call for an 
investment larger than the smallest sum that will 
give a stock complete enough to bring greater total 
profits because of the coordinated selling plan given 
in the following pages. Too wide a spread of styles 
and prices will be avoided; the styles selected will 
sell better because they are coordinated with the best 
apparel fashions. 
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A Name anda 
Line full of 
Merchandising 
Possibilities 








Va: Blohuson Shoe Co 


MANUFACTURERS, DIXON, ILL. 
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For Little Tots 


y trade mark suggests ex- 
ercising footwear. The perfect fitting and health fea- 
tures of this line support growing feet, develop muscles 
and effect correct posture. Assembled by Goodyear 
welt, which eliminates tacks and nails. 

Buyers with an exacting clientele will find in the 
name and line many fine merchandising opportunities. 
The line is moderately priced and carried in stock. 
Send for catalog. 








BrowsinG to their heart’s content over 
the vast Australian plains, the Great Gray Kan- 
garoo and his cousins are a strange survival of 
a past epoch—with their soft, intelligent eyes; 
their ludicrous, manlike, “boxing” contests; the 
astounding leaps by which they move; and the 
curious survival of the pouch in which the 
female carries her young. But with all of their 
strange habits, from the mallee, eucalyptus, bri- 
galow, and the d/ack-boys* on which they feed, 
Kangaroos develop a woven-fibred, close-grained 
skin that makes one of the finest leathers 
known to civilized man. 


* Australian shrubs 










strange Animal 


ry anda 


In the strictest sense Kangaroo, tanned in 


America, is a superb leather—first choice for 
shoes wherever a strong, light weight, flexible 
leather that will not scuff or tear and that will 
take a brilliant, lustrous polish is wanted. 


When you show shoes of Kangaroo, think of 
this curious animal. Sell each customer on the 
value and the quality of the leather fashioned 
from its skin. And remember, “kangaroo sides,” 
“kangaroo horse” and “kangaroo calf” are 
simply finishes—“kangaroo” in name only. 
It is genuine Kangaroo that will not scuff, or 
tear, or lose its strength and pliability. 


angaroe ws 


@ SURPASS LEATHER COMPANY: PuitapeE.pPHia 


@ ZIEGEL EISMAN COMPANY : Boston 
@ RICHARD YOUNG COMPANY - New York 
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| eather 





"No Depression’ Ad Theme 


And It Proved to the Complete Satisfaction 

of F. E. Foster & Co., That People Respond 

More Readily to a Cheery Note Than to 
the Singing of “the Blues.” 


Recently F. E. Foster & Company ran an 
ad that brought comments and orders from near and 
far—in fact, from nearly all States. The heading of 
the ad was “There is ‘No Business Depression’ at 
Foster’s!” The ad stated that April was a very good 
month, for which thanks were due our customers. 
The exceptionally gratifying reaction to this ad, we 
think, indicates that in sunshine or storm people re- 
spond more readily to a cheery note than to the sing- 
ing of the blues. 

There is a cheery atmosphere about the Foster 
stores that helps to make business good, and good 
business makes a good foundation for good cheer. 

True, as the change in business conditions came 
about overhead here was adjusted to the dollars-and- 
cents volume, but this entailed no reduction of income 
to any employee, so the smiles that greet customers are 
not of the frozen variety. We are not cutting adver- 
tising or anything that helps to get business. 

I believe this “no depression here” attitude, which 
permeates the Foster organization, is largely respon- 
sible for the fact that we are running ahead about 9 
per cent in unit sales. To this, however, there are 
other contributing factors, notably the customer 
follow-up, the road salesmen and the live-and-let-live 
buying policy. 

The follow-up, briefly stated, is this: When a pur- 
chase is made here a record is taken of the items 
bought, with sizes, stock numbers, etc., on a card, 
which is filed in a tickler system, to be given to the 
salesman at a stated time for his personal follow-up. 
Each salesman checks up to see that each purchase is 
satisfactory, and should any adjustment be in order 
the salesman himself makes it. He marks on the card 
at the time when the customer should next be con- 
tacted with respect to new purchases and again gets 
in touch. He invariably mentions some items which 
he feels would be of especial interest to that customer. 
Our complete list now numbers about 40,000 cus- 
tomers, to be followed up in this way and by mail 
circulars. Each regular or recent customer has her 
own salesman who knows her by name and is con- 
versant with her tastes and requirements. 

In addition to this follow-up from the store, we 
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CARL BURGSTAHLER 


Mr. Burgstahler, president of F. E. Foster & Co., 
with six stores in Chicago and Kansas City catering 
to the high class women’s trade, came to this firm 
seventeen years ago as a salesman and through quick 
perception and initiative rose from the ranks to 
successively higher positions with the firm. Recently 
he was made president, F. E. Foster becoming chair- 
man of the board. 


have two men on the road in the Central West. Their 
business at present is better than it has been in four 
years. This may be due to the fact that local dealers 
have carried the hand-to-mouth buying policy too 
far and have run out of sizes or have too short a 
selection of styles. In this way a great many mer- 
chants have made it entirely too hard for customers to 
spend their money. Thus they create a little depres- 
sion of their own. We are determined that no such 

[TURN TO PAGE 59, PLEASE] 











iiss combinations, well blended and 
contoured with appealing and definite purpose were 
shown in the majority of lines. Spectator sports and 
town shoes played a prominent part in the displays. 


> 


Moccasin toes either accomplished by stitching or 
by inlays refined and changed were shown in many of 
the fall daytime shoes. 

> 


Lower heels with new expression and a tendency 
toward sub-deb types in pump and spectator styles 
were displayed. 

> 


Alligator for trims and all-over shoes was shown 
at attractive prices, while black suede and brown 
suede trimmed, underlaid and in combinations seemed 
to be one of the first shoes of line buying. 


> 


It was noticed in the buying of lines that types very 
definitely expressed were sought, such as a pump 
with combinations of two leathers, a broad one-strap 
with side fastening, a gored step-in, a dressy and 
business oxford, evening sandals of very open 
contours. 

> 


In most of the sandal lines the natural foot line with 
the swung-over-toe line was used as the base of the 
shoe pattern. Bandings and thongs were placed for 
confining the foot. Attention was focused in the base 
pattern of the sole. 


Type Buying at 


A Significant Change in Simplification 








Boston Show 


of Purchasing of Shoes 
By MME. HAMILTON JEFFRIES 


@ 


New throat lines, regent pumps, some decorated, 
with trig gorings, gros-grain bow ties, some two- 
straps; and the dressy oxfords as well as the walking 
oxfords were cleverly displayed in price lines as well 
as in the quality group. 


> 


Interest in construction was a new note among buy- 
ers, various types being studied at the factory base in 
Lynn and other shoe centers. New contours in heels, 
with a concentration on those from 14/8 to 17/8 in 


height. 
<=> 


Sub-deb types with very young lines are being 
ordered by practically all buyers, as new departments 
are being created in retail shops and department stores 
for the young modern. Certain close couplings of 
arch, narrowing of the arch line, and lowering of the 
throat lines on vamps. A dipping of the quarter line 
was typical in volume price lines, to take care of 
better fitting. 

> 


Black suedes, black kid with suede trims; black 
suede with patent or novelty combinations, and alli- 
gator and suede, were noted. Pin seal with luster 
trims or with patent leather bandings ; morocco, plain 
or with calf or kid, with some reptiles in price lines— 
especially in the accomplishment of the throat in the 
moccasin types. 

> 


All-over lizard, Calcutta and Indies, and kid with 
suede bandings are in the daytime picture. Afternoon 
[TURN TO PAGE 56, PLEASE] 
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“OVER THE FENCE IS OUT!” 
WE’RE STILL ON THE QUALITY SIDE 





When “over the fence” is out of bounds, 
every youngster knows it’s a mistake to hit 
too hard. There’s such a thing as over- 
emphasis in business, also, and both plays 
end in disaster. 

During this past year, many manufactur- 
ers have concentrated so hard on producing 
goods at low prices that they now find 
their merchandise cheapened far beyond 
the bounds of customer acceptance. They 


are emphatically “out’’. 





E. P. Reed & Si. aw passed along to 
their trade the full advantages of lowered 
costs but they have kept faith with the 
wearers of their shoes by maintaining 
quality. 

This has been our policy for sixty-five 
years and we still believe it is the only 
policy which is ultimately profitable to us 
and our customers. Our sales figures for the 
year and reports from our dealers confirm 


us in this opinion. 


E. P. Reed & Company Maintain Quality Standards in All Their Lines: 








SPORTVIEW SHOES...VARSITY GOLF OXFORDS...TYLESS SPORT SHOES 
AND 


shee. Hee 


““YOUR FOOTPRINT IN LEATHER” 


E. P. REED & CO., ROCHESTER, N. Y. 


New York Style Studio: Marbridge Bldg. (Broadway at 34th St.) Philadelphia Office: Denckla Bldg. Chicago Office: 1729 Republic Bldg. 


{7 Heywoop Boot Anp SHoEz Company of Worcester, Mass., has been 
licensed to manufacture Matrix Shoes for Men. 
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For Men and Boys 


What active — sports-loving man or boy can resist 
the appeal of these new Propr-Bilt Play-Kicks? 
First glance and the instant reaction is ““Why, those 
are the best looking Canvas Rubber-Soled Shoes I 
have ever seen.” They would sell on appearance 
alone — but other features that mean foot health 
and protection — features never before available 
in shoes of this kind are additional sales influences 
that send men and boys to the store that sells 
Propr-Bilt Play-Kicks. 


For Women and Girls 


This entirely new conception of canvas rubber-soled 
footwear — opens a large and untouched market 
among women and misses. Style — smartness — 
beauty — fit, plus new comfort, new protection of 
both strong and weak feet — are some of the 
appeals on Propr-Bilt Play-Kicks — and they are 
irresistible to the modern feminine mind. 


For Children 


Thanks to Servus — Merchants with Propr-Bilt 
Play-Kicks will receive the heartfelt thanks of 
parents in their communities. Growing children 
may now be put in canvas rubber-soled shoes with 
a feeling of confidence and security. If the child’s 
feet are normal — Propr-Bilt Play-Kicks will keep 
them so — If “Pronation” has started, Propr-Bilt 
Play-Kicks will correct this condition. 


























A brand new kind of canvas rubber 


shoe is ready! Modern living and play- [* 
ing conditions with brick playgrounds, |) 
concrete pavements and sidewalks and * 


even hard-surfaced tenris courts have 
long urged the need for such a shoe. 
Scientists and Orthopedic Specialists 
have been working for years to per- 
fect it. They have succeeded and now 
SERVUS is first to offer a line of 
shoes — destined to change your en- 
tire idea of canvas rubber-soled shoe 
merchandising. 


Mail the coupon — or 
write or wire for complete 
facts on this new Servus 
Line. Our plan of limited 
dealer distribution pro- 
tects those who concen- 
trate on Propr-Bilt 


Play-Kicks. 








REG. U.S. PAT. OFF. 


SNUGFIT 

INSTEP fo | i ) 

Me X \ SNUGFIT 
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PRONATION | 








EXCLUSIVE PROPR-BILT 
PAT. ARCH FEATURE 


Greatest Achievement In Canvas Footwear Industry _ 
Dealers will profit by having a line with these exclusive, patented, | _ 
scientific features. The Propr-Bilt name is known and respected || 
among the best shoe merchants in America — and this same name is | | 
now placed on the finest line of canvas rubber-soled footwear ever | 
developed. “Keeping the normal foot healthy — correcting the | | 
faults in abnormal feet” — you can do this with canvas rubber-soled | © 
shoes as well as those of leather. 
The Propr-Bilt Play-Kick Franchise offers a real opportunity to | 
double or triple your volume on canvas rubber-soled footwear. 


SERVUS RUBBER COMPANY, Rock Island, Illinois | 


The Fastest Growing Company in the Rubber Footwear Industry 





FIST RET AOE Tt 


oe 


SERVUS: Yes-- 


You may send me complete information on 
your new Propr-Bilt Play-Kicks. No obligation 
of course. 


Your Name 





Firm 





Street 








Preferred by the Traveler 


Celastic appeals to the traveler, 
a careful buyer of footwear, 


because — 


It keeps the toe of the shoe shapely and 
good looking even after it has grown old. 


It provides foot comfort during hours of 
leisure or activity because of freedom 
from ridges, and loose, wrinkled linings. 
It’s an all-weather toe — it will not ab- 
sorb water or get out of shape through 
climatic conditions. 
You give customers greater footwear 
satisfaction when you equip your shoes 


with Celastic— The Quality Box Toe. 





ae 


tL 


| 


United Shoe Machinery Corporation ; 


BOSTON, MASSACHUSETTS 
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(nE@IS TERED) 


| every field the Champion begets imitators. 


So it is with “MARCELLE” .. . the Champion of 
Shoe materials. No sooner had “MARCELLE”’ flashed 
across the horizon of the shoe industry with meteoric 
success than imitators began to spring up at every 


turn. 


Some copied the beautiful “MARCELLE” design .. . 
others tried to emulate its construction . . . still others 


offered price as an inducement... 


Yet, it is necessary to sound a warning to shoe manu- 
facturers who may not always remember the vital im- 
portance of strong fabric construction. Cheap mate- 
rials will crack under the slightest unusual wearing 
strain . . . an occurrence which no legitimate shoe 


manufacturer can afford to have happen. 


GENUINE “MARCELLE” is WATER-PROOFED ... 
a proven form of SHOE INSURANCE against snows 
and slush and rains of fall and winter. No fear of 
ruined shoes with WATER-PROOFED. 


P. S. Retailers, look for the identification Leaflet 
packed in every box of “Marcelle” Shoes. 


A Product of 


DEAUVILLE IMPORT CORP. 


38 W. 32nd St. New York 
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A veritable curiosity shop is this Stetson Lodge at Dearborn and Adams Streets, Chicago, Ill. 
F. T. Hough finds the unusual atmosphere attracts interest of men. 


. er one thinks of crowds and 
bargain basements when a shoe salesman tells you to 
“Step down stairs, please.” 

No thought could be farther from the truth when 
a Stetson salesman makes the request, for as the ac- 
companying illustrations show, the Stetson Lodge, 
downstairs section of the Stetson shoe store at Dear- 
born and Adams streets, Chicago, is a veritable mini- 
ature Fields’ Museum. 

One can spend a month going carefully over the 
various items on display and still not see them all. 
This unique shoe salesroom is probably the only one 
of its kind in the entire nation, and it was established 
approximately three years ago by F. W. Hough, 
president of the Stetson Shoe Stores of Chicago. 

For many years Mr. Hough personally collected 
antiques and curios from the far corners of the 
world. Then he conceived the idea of sharing these 
interesting treasures with the Stetson customers, at 
the same time establishing a shoe section that would 
gain fame and publicity and be absolutely unique. 

The construction of a proper setting for his col- 


lection was the first consideration—a setting that . 


would have a bona fide air of genuine antiquity. 

The ceiling of their basement was heavily beamed ; 
a floor was laid of two-inch thick oak planks set to- 
gether on a solid bed of melted pitch, which ran 
between the planks and sealed the cracks—an au- 
thentic duplication of the old time methods of con- 


38 


struction before tongue and groove joints were 
known; the lighting was arranged for by ship lan- 
terns dependent from the ceiling beams. 

Then the collection was moved in and days spent 
on properly preparing an accurate catalogue of the 
contents. 

A heavy table which stands in front of the fire- 
place is one of the oldest tables in existence—well 
over 1000 years. Built in Cornwall, England, years 
before nails were thought of, it is held together rigid- 
ly by means of hard wooden wedges. The top is a 
single oak plank over three inches thick. 

Alongside the built-in show case, can be seen stand- 
ing the original long-gun used by Andrew Jackson 
during the siege of New Orleans. Near the muzzle 
is a small triangle of metal which fitted into a tripod 
used when aiming and firing the relic. The tripod 
was necessary because of the great weight of the 
firearm. 

In one corner of the room stands a chair of the 
1532 Period. It was originally part of the suite of 
Princess Elizabeth in famous Windsor Castle. Later 
it was in the possession of Queen Mary in the Tower 
of London. 

A genuine Spanish Treasure Chest of the 15th 
Century next attracts one’s attention with its intri- 
cate locks and bolts. The chest is iron bound and 
the lid is secured by means of six locks all around 

[TURN TO PAGE 54, PLEASE] 
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This new catalog con- 
tains the Mo-Deb and 
Greenflex stock pat- 
terns you need. We 
have printed four 
thousand copies to 
meet the increased 
demand which Green 
in-stock service has 
developed. 


If your copy has not 
been delivered please 
let us know at once. 





ts , smart and airy. In Almora Calf, 

ith Brown Calf trim. New 58 last—12/8 built- 
u ther heel. Oak sole—snug edge. Kid lined. 
; 8 ......h ted 

ey ae 


MO-DEBS 
for Growing Girls 
RETAILING 
$5 to $7.50 


sik and a rich shade o| 

Brown Calf. 52 last— 
10/8 heel, leather top. 

Junior Oak sole. 


Misses & Childrens 
$4 ie) $5 


GREENFLEX 


Misses & Childrens 
$3 to $4.50 








ALL 
WELTS 


OF THE SHOE MANUFACTURING COMPANY 


FINER 960 HARRISON AVENUE BOSTON - MASS. 
GRADES 7 1 


SALES OFFICES 
Room 611, Marbridge Bldg., New Yor! 
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Training the Shoe Salesman 


Education Really Never Completed for Subjects 
of Shoes and Selling Are Inexhaustible 


By C. E HADAWAY 


Manager, Whitehall Store, Chandler Shoe Company, 
Atlanta, Ga. 


ir average shoe salesman thinks 
he is doing prettly well if he sells 50 per cent of all 
the customers who come to him. The average shoe 
merchant would be satisfied if he could sell 65 per 
cent of the customers who come into his store. Yet 
this average can be increased to 75, 80 or even 85 
per cent, if the proprietor or manager will take the 
trouble to train his salesmen. 

The first essential is to have a waiting list of young 
men who look promising. The store manager who 
does not realize that shoe salesmen are always shifting 
and prepare for it in advance, must be compelled to 
take second or third-rate material. He has made no 
provision to secure any other kind of help. Therefore, 
I always make it a point to have a personal talk with 
every one who wishes a job at my store. At the end 
of fifteen minutes I can tell pretty well if I want 
him in my organization, and, if so, I take his name 
and address and ask him to wait for an opening. 

Not long ago a young man called on me from a 
town 50 miles from Atlanta, asking for a job. As 
I was not in the store when he arrived, he made a 
special trip out to my house in the evening for an 
interview, indicating, at the very start, a persistency 
that would not easily be denied. After talking with 
him thirty minutes I decided he was the sort of a 
man I wanted, so I told him to go back home and as 
soon as a position opened up I would wire him. 

Soon one of my men was transferred to be man- 
ager of a store in another city, and I needed a new 
man. 

After several months of training, he became a full- 
fledged shoe salesman, was transferred to another 
city to fill in a vacancy, and today he is one of the 
best men in the Chandler organization. 

Why? Simply because we had him on file as a 
good prospect; gave him a chance when an opening 
occurred ; gave him special trainirig to fit him for the 
place ; put him in the place when an opening occurred. 
Had I simply said “No, we have no openings today,” 
and had let it go at that, this man would have been 
lost to our organization ; possibly he would never have 
gone into the shoe business. Certainly he would not 


40 


be in a position to be as valuable to us as a shoe firm 
or to himself as a shoe salesman. 

The wise executive, in my estimation, is the one 
who continually has a list of prospective salesmen on 
hand—men whom he has talked with and who look 
promising. 

There is another angle to this, too. The manager 
of a shoe store ought not to be compelled to go out 
into the highways and by-ways and bring just any- 
body in to sell when there is a rush. Nothing is 
more damaging to the shoe industry than the custom 
of getting college and high school men to fill in as 
salesmen on Saturday afternoons. He ought to be 
able to turn to a list of competent people whom he 
has trained and who can be counted upon in an 
emergency to help him out. If he does this, he can 
avoid much of the misfitting and misunderstanding 
that results in lost trade during the rush season. 


When there is a vacancy on 
the staff and one of the men on the waiting list is 
called in for a job, how should he be trained? What 
should his training consist of, and how long should 
he be kept in training before he is allowed to go “on 
the floor?” 

If an applicant passes the first, or interview test, 


with me, he has only passed the first barrier. He 
may not know it, but all of the first day he is under 
careful watch, and the things that he does or leaves 
undone determine whether he is to be kept on, or 
whether he is to be dismissed and a trial made of 
another man. 

We always start our new men on the stock, for, 
when all is said and done, a knowledge of the stock 
is what makes or breaks a shoe salesman. The very 
first thing a man is shown is how to wrap and replace 
shoes in the box. That’s a part of his job, especially 
if the store is a bit rushed. If he learns to wrap the 
shoes properly and quickly; if he makes a real effort 
to learn what the stock is and where it is, he will very 
likely continue on the job. 

[TURN TO PAGE 56, PLEASE] 
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A Real Profit Item 
for the Shoe Dealer! 





Dr Scholl's 


For Itching Feet and Toes, “Athlete’s 


Foot,” “Golfer’s Itch,” Ringworm on 


the Feet, and Between the Toes 





SOLVEX 


A Specific, Tested, Safe 


Treatment for this Prevalent 


One-Half Your Customers Need and 
Can Be Sold Dr. Scholl's SOLVEX 


NE-HALF the adult people of the United 

States are afflicted with Epidermophytosis 
(commonly called“Athlete’s Foot,” “Gym Foot,” 
“Golfer's Itch’’). THEREFORE, five out of every ten 
people who come into your store can be sold 
Solvex—one out of every two who look at your 
windows are prospective customers for Solvex. 
Advertised in the National Magazines. 


Don‘t Pass Up This Opportunity 


Cash in on it. Keep Solvex displayed in your 
windows, on your counters and suggest it at 
every opportunity. Every sale of Solvex means 
a profit, a friend, a booster for your store— 
one who will send in others—the sale of 
Solvex builds up for you an endless chain of 
new satisfied customers—not to be overlooked 
in this day of keen competition. 


Guarantee 
Dr. Scholl’s Solvex is guaranteed to afford quick 
relief. It positively stops the itching at once, 
kills the germ immediately and prevents spread- 
ing to other parts of the body. 


THE SCHOLL Mec. Co., Inc. 


Largest Makers of Foot Appliances and Remedies in the World 
CHICAGO NEW YORK TORONTO LONDON 
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SKIN INFECTION 


Wholesale 
$8.00 doz. 


v 


Retail 
$1.00 Jar 





“Brings New Customers Into the Store”. 


| had “‘Athlete’s Foot’’so badly that the itching 
would keep me awake nights. | saw specialists, 
used various remedies, but without results. | used 
Solvex upon the suggestion of your salesman and 
the itching stopped at once. 

Many Solvex users have come in unsolicitedly to 
tell me how it relieved their feet. These satisfied 
users have sold more by recommendation than | 
have through any other medium. Solvex nets me a 
fine profit, has a quick turnover, makes friends and 
brings new customers into the store. | consider it 
one of the most profitable items of the Dr. Scholl line. 
| G. W. STARK, Chicago, III. 








f 


Mail This Coupon NOW! 


THE SCHOLL MFG. CO., Inc. 
213 W.Schiller St., Chicago - 62W.14th St., New York 


dozen jars of Dr. Scholl’s Solvex 








Please send us 
at $8.00 a dozen. 
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City. 








Shoe Details 


Manufacturer, Retailer and Wearer 
are more conscious today than ever 
before of details. Each demands ap- 
pearance, quality and uniformity, par- 
ticularly in laces. 


MT Eae 





Finished appearance, strength and 
beauty are assured in our shoe laces 
and, due to our long years of experience 
and control of manufacture through- 
out, those elements are expected by 
our customers. They have never yet 
been disappointed in us. Today the 
manufacturer expects lowest prices 
consistent with quality. Due to our 
control of manufacture from raw to 
finished product we stand prepared to 
meet the shoemaker’s needs. 

















THE JOSCO FABRIC TIP 
—e small, neat tip that will 
enter any eyotet with ease. It 
has no shoulder to catch, 
scratch or teer and is abso- 
lutely waterproof. The JOSCO 
tip cannot pull off for it is part 
of the lace itself which has 
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Tips may be either fabric, met- 
al or celluloid. We recom- 
mend the recently perfected 
JOSCO FABRIC TIP. 


been impregnated with our 
own exclusive solution to give 
it the proper rigidity and en- 
durance. We guarantee the 
JOSCO FABRIC TIP to out- 
Jast the lace in ordinary use. 


Shoe Lace Company, Ltd. 


(Successor to Joslin Mfg. Co., Established 1865) 
PROVIDENCE, R. I. 


SELLING AGENT 


UNITED SHOE MACHINERY CORP., BOSTON, MASS 














SPINNING ROOM 


I 
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AN ACCURATE FINANCIAL RECORD 


of your business—one important key to success 











The Boot and Shoe Recorder’s 
Financial Record 
is another distinct RECORDER 


merchant service. 
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This book provides for an accurate 
record, with entries made easy cov- 
ering income, outgo, cost, selling 
price, profit, liabilities, assets. 


Each sheet is properly headed and 


ruled to cover each operation and 
each department. 
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The Financial Record 
with cloth board loose leaf binder— 
consists of: 
100 Daily Sales Sheets 
(women’s, men’s, children’s 
hosiery, miscellaneous) 
6 Accounts Payable Sheets 
6 Accounts Receivable Sheets 
6 Cash Received Sheets 
6 Cash Disbursements Sheets 
6 Monthly Sales Summary Sheets 
6 Purchase & Merchandise Sheets 


1 Yearly Comparison and Financial 
Statement Sheet 
(all ruled both sides) 
144," x 1144” 





Contains sufficient sheets to cover one year’s requirements of 














average size busy shoe store. 
ang $12.50 
Re-fill sheets carried in-stock. 
Used in conjunction with our STOCK and DAILY SALES Postage prepaid 
a it gives the busy store accurate records of every (Check with order, please). 
detail. 
Merchants Service Dept. 
BOOT AND SHOE Boot & Shoe Recorder 
‘cago, IIL 


Please send me the Financial R 


ecord fer 

which find check enclosed for $12.50. If 

this bookkeeping method does not mest my 

requirements, we have the privilege of re- 

ag aie ae same, postage prepaid, within 5 
. a @ ys. 


Merchants Service Dept. WE icsctstre Aveta nanaaes 


1334 Republic Bldg., State and Adams Sts., Chicago, Ill. | city .........cecececee State scceceees 
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ENUINE 


“OR 
SUBSTITUTE ) 


JUST AS A CHAIN IS NO STRONGER THAN ITS WEAKEST LINK, 
your shoes are no better than their poorest component 
part. 

Substitutes and imitations are available for almost every 
detail in modern shoe construction but it is significant 
that the lines of shoes that are maintaining popularity 
and consumer good-will are the shoes made of quality 
products— shoes made from the genuine and not the 
substitute. 


There is only one Genuine Solid Leather Serbous 
Sutin Its construction is patented and cannot 

uplicated. Any substitute of rubber, paper or even 
leather which may casually resemble Barbour Stormwelt 
is structurally different and cannot hope to accomplis 
the same inseam-sealing, shape-retaining properties 
as the genuine. 


Never before has it been so essential that your shoes 
be of sound construction. Shoddy artificial materials 
in any one detail inspire distrust of the shoe as a whole. 
You are playing safe when you use— 


GENUINE BARBOUR STORMWELT 


“The weather strip that's a leather strip” 


BARBOUR WELTING COMPANY 
BROCKTON, MASS. 


In England—WELTING LTD.—Leicester 








CONSTRUCTION 





MADE WITH 
GENUINE 
BARBOUR STORMWELT 
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>» HOW’S BUSINESS 4 


Hot Weather Aids 


CuHicaco—The record-breaking hot 
weather of last week had its own 
peculiar effect on the retail shoe mer- 
chandising activities of this area. 

Carl Burgstahler, head buyer for 
F. E. Foster & Co., had this to say 
about it: “Undoubtedly the hot 
weather sold more than the normal 
amount of white shoes of every de- 
scription. We found business very 


good as the preponderance of white 


sales more than offset the slight fall- 
ing off of the other types.” 

According to this buyer, port-hole 
eyelets and perforations of all sorts 
are finding extreme favor in the public 
eye. White fabrics and white morocco 
are the popular materials. 

Mr. Burgstahler says that he has 
just started his fall buying and that 
the large bulk will be of black and 
brown suede shoes. 

V. B. Heaps, recently placed in 
charge of the new Stetson store on 
Randolph Street, is of the opinion that 
this year is one of the largest ever 
known in the sale of men’s sport shoes, 
“even better than in, the past periods 
of prosperity,” he says. Spectator 
sports comprise the majority of sales 
but active sport shoes are not lagging 
by any means, he finds. 

According to Mr. Heaps, business 
remains good and he adds that they 
are selling just as many bags and 
purses as they normally do at the pres- 
ent time. 

F. Grossman, head buyer for the 
large group of Grossman stores in the 
Chicago area, comments: “I don’t 
know what to say about business. It 
is going along well, much stronger 
than during the forepart of the year, 
but there is nothing really marked 
about it. However, it is my belief that 
the return to normalcy, coming and 
progressing as it is during the gen- 
erally quiet months of the shoe trade, 





will bolster July and August sales 
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totals so that by fall we will really 
be able to make an excellent showing.” 


Production on the Upgrade 

WASHINGTON, D. C.—Shoe produc- 
tion in May showed an increase of 
more than four million pairs over May, 
1930, according to the monthly bulletin 
just released by the Census Bureau. 
Thus the industry continues the up- 
ward trend in production, as compared 
with last year, which has been in evi- 
dence for several months. In fact, the 
May showing was, in comparison with 
May of last year, the best month to 
date thus far in several classes of foot- 
wear, notably men’s. shoes, which 
showed an increase of over 300,000 
pairs. In women’s shoes, May, 1931, 
showed a production of 10,128,844 
panrs as compared with 8,746,597 pairs 
in May, 1380. 

Compared with April, the May pro- 
duction figures showed a decline of 
about a million and a half pairs, but 
this is regarded as a normal seasonal 
decline. Production during the period 
from January to May inclusive showed 
a decline of 2.1 per cent in 1931 as com- 


PRODUCTION OF BOOTS AND SHOES 
PROOUCTION OF FOOTWEAR, OTHER THAN RUBBERY MONTHS 
1929, 1930 AND 1931 





pared with the same period last year. 

The figures covered in the report 
represent approximately 98 per cent of 
the production of footwear other than 
rubber in the United States. 


Increase Production 

CoLumBus, OnHI0.—The H. C. God- 
man Co., operating 11 shoe manufac- 
turing units in Columbus and Lan- 
caster, has returned to a full time 
schedule of production which means 
5 and a half days weekly and nine 
hours daily, according to an announce- 
ment by C. M. Swinney, general super- 
intendent of the company. During the 
past year the company has been on a 
reduced schedule of 5 days weekly 
and eight hours daily. The change 
means the production of 35,000 pairs 
daily instead of 25,000 pairs daily 
which have been produced during the 
year. The change affects both the 
Columbus and Lancaster plants, both 
of which have a payroll containing 
3800 workers of which 2000 are in 
Columbus. The weekly payroll will be 
approximately $75,000. 

J. Elmer Jones, vice-president of the 
company, announced that sufficient 
orders have been received to operate 
on the full time schedule until Sept. 15, 
if not longer. 

Good Business 

MARLBORO, Mass.—Reports from the 
various shoe factories here are opti- 
mistic as to fall production. B. A. 
Corbin Co., after a ten days’ vaca- 
cation during stock taking, have 
started work with new orders. The 
Prime-Rebot Shoe Co. begins work this 
week with a series of new orders. The 
Madison Shoe Co. resumes operations 
with a full force. The Marlboro Shoe 
Co. is gradually increasing its working 
force and is running near to normal. 
The Duane Shoe Co. reports plenty of 
orders. The Bennett Shoe Co. reports 
that it is maintaining a very good 
schedule. The John A. Frye Shoe Co. 
reports a very good business. 











If your pattern maker cannot 
supply you with Coordinated 
Patterns, send your 4-B 
models to us and we will have 
them made for you. 


This shoe is 
true to the LAST 


Is the last 
true to the FOOT? 


| F THE shoe doesn't fit-what good is the style and 
workmanship. Perfect last reproduction distin- 
guishes the well made shoe. The last, however, must 
be RIGHT to start with, in order to obtain a well 
fitting shoe that offers a greater degree of com- 
fort and pleasure to the wearer. The proportions 
that are perfect in the ordinary 4-B last become 
distorted in the larger and smaller sizes. “Hand 
Breaking” has failed to overcome this distortion. 
When you use Coordinated Lasts and Patterns 
every last and every pattern is a perfect model 
regardless of the size up or down from the 4-B 
model. There is a perfect grade between every 
size and width, with the same heel tread and the 
same toe spring in all sizes and widths, through 
the whole size scale. 


COORDINATED LASTS and PATTERNS 





SATE 








UNITED LAST COMPANY ¢« BOSTON « MASS. 


———— 
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Chicago Trade Active 


CuHicaco—A satisfactory volume is 
reported among the manufacturing and 
wholesale shoe trade in Chicago. 

Hoeck Shoes, Inc., formerly Krueger 
& Hoeck, makers of fine bench made 
turns, did more business in the first 
five months this year than they did 
in all of last year, according to H. 
Hoeck, Jr. 

“Quite a bit of fall business has 
already been placed with us,” said Mr. 
Hoeck, “and the present indications 
are that three-eyelet ties in black suede 
and dull kid will be particularly good. 
These, we think, will be good also in 
brown suede and kid. The _ suedes, 
both in black and brown will carry 
some lizard trim and some patent trim. 
We anticipate that one-straps with 
center buckles will run close behind 
the ties and that pumps will come next 
in order.” 

Recently the name of this firm was 
changed from Krueger & Hoeck to 
Hoeck Shoes, Inc., as Mr. Krueger has 
not been with the company for four 
years. 

W. J. Corbett of C. W. Marks, whole- 
salers, stated that for the first six 
months of ’31 their business ran well 
ahead of the same period of last year. 
Their summer season brought out an 
exceptional volume on black and white 
and white shoes for men and plain 
whites for women. 

George V. Weiss of the Axman- 
Weiss Shoe Co. said that business this 
June ran ahead of last June by a con- 
siderable margin. Fall orders are 
coming in and Mr. Weiss picks pumps, 
ties and straps as the best sellers, in 
that order; these to go best in blacks, 
browns and reptiles. 

The J. P. Smith Shoe Company’s 
men are all out on their territories 
with the fall line of Smith Smart 
Shoes. 


E-] at Capacity 

BINGHAMTON, N. Y.—Prosperity is 
no longer “just around the corner” for 
the 17,000 shoeworkers of the Endicott- 
Johnson Corporation, and their fam- 
ilies. It is with them, and many fac- 
tors stand out as sterling proof. 

The eighteen factories—sixteen of 
which are in Johnson City and Endi- 
cott, and one each in Binghamton and 
Owego—of this great shoemaking in- 
dustry are today being operated 100 
per cent. Every man and woman of 
these 17,000 members of the “happy 
family” are averaging a full day’s 
work six days each week. 

Today there are sufficient orders on 
hand and in immediate prospect to 
keep these eighteen great factories op- 
erating 100 per cent capacity until 
November 1, officials say. 


Clark Increases 


LYNN—The Clark Shoe Co., in the 
Realty Building at 192 Broad Street, 
has taken another floor, and is making 
adhesives in addition to its McKays. 
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Shoe Plants Reopen 


MILWAUKEE — Approximately 3300 
shoe factory employees were recalled 
to work by the larger Milwaukee com- 
panies July 6 after being shut down 
for one week for vacation periods. 
Officials report a considerable accelera- 
tion in business just now. With pros- 
pects bright for the fall season, some 
of the plants curtailed the vacation 
period to four. days, and several did 
not close at all except for the July 4 
holiday. 

Factories to resume _ production 
schedules were the Weyenberg Shoe 
Manufacturing Company, with 600 
employees; the Weinbrenner factories, 
with between 800 and 1000; the Sim- 
plex Company, with 700; Huth & 
James Shoe Company, with 500; Mil- 
waukee Shoe Company, with 200; 
Fred A. Mayer Company, with 100; 
Mayer-Martha Washington Shoe Com- 
pany, 125, and the Degner Shoe Man- 
ufacturing Company with 130. 

As a result of improved business the 
Ideal Company, with 500 employees, 
and the Rich-Vogel concern, with 400 
on the payroll, reported no vacation 
shutdown. 

The Nunn, Bush & Weldon Company 
closed to give their workers vacations 
July 3 and reopened July 13 with 
about 860 employees, officials said. 

Some of the manufacturers report 
the volume of business larger than at 
this time last year, with prospects 
there will be no reduction in employ- 
ment or production until December. 


Lynn Active 


LyNN—There is a general increase 
in activity all along the line, in the 
tanneries, supply shops and shoe fac- 
tories of this North Shore district, 
which is seasonal at this time of the 
year. 

General conditions are different to- 
day from what they were a year ago, 
for, in July, 1930, both prices and vol- 
ume of business were declining, 
whereas, at this moment they are in- 
creasing. 

Some of the advances in leather are 
quite abrupt. Sole leather quotations 
are up six cents a pound, on some 
grades, from the low of a while ago. 
Prices on some grades of soles, such 
as are used on women’s shoes, were 
raised a penny each, or two cents a 
pair, last week, with the dictum that 
manufacturers could take them or 
leave them. If buyers continue to re- 


sist advances in prices of shoes, it will | 


be necessary to refigure a number of 
lines of shoes. 


Bresnahan Enlarges 


LYNN— Bresnahan Shoe Co. has 
taken more space at 65 Beverly Street, 
and has increased its capacity to 2000 
pairs of Compo shoes daily, and is op- 
erating to capacity. In June, the com- 
pany increased from 1200 to 1500 pairs 
daily, and as this did not seem to be 
sufficient a further increase was made. 
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AL 


PARK 
OXFORDS 


For Young Women 
Chic Style— 
for golf and club 
56 Different Sizes 
AAA to C 


IN STOCK 


SPORT OXFORDS 
Style 415B—Camel Elk Base 
Log Cabin Elk Trim 
8/8 Whole Tan Ridglay Gristle 
Heel; Tan Ridglay Gristle Sole; 
150 Last, Medium Round Toe 
3144/8 AAA, 3/8 AA-A 

21%4/8 B-C 


MAKE USE 


of our in-stock department, sales 
are lost more from lack of sizes 
than lack of styles. Size up often 
and work for a six to eight time 
turn. 


"THE JUVENILE | SHOE! CORPORATION 
Missouri 


Aurora 


The only exclusive Goodyear welt organiza- 
tion in the St. Louis district. 





srs 


WHERE TO BUY 
Men's Shoes 
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AST WEYMOUTH, MASS. U.S. 





In Stock Service . BE 
F, M. HCYT SHOE CORP. 
rn 586, Manchester, N.f1. 








“A MAN’S DECISION” 


THE 


Boston—183 Essex Street 
N. Y.—915-917 Marbridge Bldg. 


Ke a 
Ss ga 
().. A. PACKARD DCO., Makers 




















NETTLETON 


Shoes of Worth 
A. E. NETTLETON CO. 


H. W. COOK, President 
Syracuse, N. Y., U. S. A. 
MEN'S FINE SHOES EXCLUSIVELY 








Stacy Adams Co, 
Manufacturers of 
MEN’S FINE 

SHOES 


Brockton, Mass. 




















Boston’s Substitute for Runway 











Instead of a run-way style show at the Boston Fair, this Shoe Art Salon gave the 
buyer a quick glance at the wide range of types, lasts, colors and grades of shoes 
made in New England for the entire family. 





> TRADE DOINGS 4q 


M. A. S. R. A. Convention 


PHILADELPHIA—The eighteenth an- 
nual convention of the Middle Atlantic 
Shoe Retailers’ Association will be held 
in Philadelphia, January 18, 19 and 20, 
1932, with the Hotel Adelphia ap- 
pointed as headquarters, and the Ben- 
jamin Franklin, Walton and St. James 
hotels designated as sub-headquarters. 

In announcing the date and place of 
the convention, Cal J. Mensch, secre- 
tary and general manager of the asso- 
ciation, added that the prices for 
exhibiting rooms at the convention 
have been considerably reduced. 

President George M. Garman of 
Philadelphia will complete appoint- 
ments for all standing and convention 
committees within the next week or so. 
Ben W. Shaub of Lancaster will again 
be the chairman of the Display Room 
Committee for the 1932 convention. 


Change Store 


LOUISVILLE—The Melville Shoe Cor- 
poration has changed its Louisville 
store at 405 Fourth Street, handling 
the Traveller Shoe, into a Thom Mc- 
Ann Store, C. A. Greiner, continuing 
as manager. This store, as well as 
the two other McAnn stores report a 
good business. The demand for sport 
shoes for both men and women they 
have found very strong this season. 


Combine Offices 


CINCINNATI— All the Cincinnati 
branch sales offices and warehouses of 
the Armstrong Cork Company, manu- 
facturers of linoleum, rugs, insulation 
materials, and all kinds of cork prod- 
ucts, are to be consolidated at 232 West 
Seventh Street. The move, which 
brings together sales divisions that 
have previously maintained separate 
offices, will be completed by July 20. 


Opening Department 

SAVANNAH, GA.—The Leopold Adler 
Department Store plans to open its 
own men’s shoe department Sept. 1. 
The leased department, which has been 
handling Emerson shoes for a number 
of years, will be discontinued. Al- 
though the lines to be handled have 
not been decided upon, popular-priced 
shoes will be carried. While owned 
outright by the store the department 
will be serviced by H. B. Basch, sec- 
retary and buyer for the Sterling Shoe 
Stores, Inc., which operates the leased 
women’s shoe department in the store, 
as well as a number of other retail 
stores throughout this section. 


Selling Out 


LOUISVILLE—The lease of the Queen 
Quality Boot Shop at 536 Fourth 
Street, expiring the last of this month, 
they are selling out their entire stock, 
as they have not been able to secure 
another desirable location. The sale 
starts this week and will continue till 
a $50,000 stock has been sold, which 
it must be by August 1. 


Lesser’s Expands 


BALTIMORE — Lesser’s Shoe Shop, 
2337 East Monument Street, Baltimore, 
Md., has been more than doubled in 
size through the taking over of the 
adjoining store building at 2335 East 
Monument Street. The establishment 
has been’ thoroughly modernized 
through extensive improvements and 
remodeling. 


Moves Boston Office 


WorCESTER, MAss.—Graton & Knight 
Mfg. Co. of Worcester have removed 
their Boston office from 109 Beach St. 
to the United Shoe Machinery Build- 





ing, 50 High St. 
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REMARKS IN WRITING 
BY MERCHANTS 
WHO SELL 


CASE NUMBER FIVE* 


Actual figures taken from our ledger 
which prove remarkable turnover. 


Feb. 13, 
Feb. 20, 


SHOES 


THE FIRST JUVENILE CORRECTIVE SHOE 
RETAILING AT THESE PRICES FOR STAPLE 
PATTERNS AND LEATHERS 


81, to 2 A to D 


MORE EXPENSIVE PATTERNS AND LEATHERS 
RETAIL SLIGHTLY HIGHER 


* 


STIX BAER & FULLER CO., 
ST. LOUIS 


“Wish to take this opportunity to 
thank you for the speedy way in 
which our last order was handled. 
The order evidently reached you 
Monday morning and was filled the 
same day—the shoes were on sale 
in our store Wednesday. 

Our sales people are still enthusi- 
astic about Pollyanna Shoes, and 
we feel that we have wonderful 
possibilities with them.” 


PIERCE SHOE CO., 


WASHINGTON, D. C. 


“The last time I was in Rich- 
mond talking to Mrs. Rice in our 


$2.50 


5 to 8 
AtoD 


$4.00 
2% to 7 
AA to D 





June 


June 20, 
KAUFMAN’S, 
PITTSBURGH, PA. 


“Would say the shoes went over 
in a very satisfactory way, and feel 


Children’s Department, she said the 
most outstanding shoe they had 
was the little “Pollyanna” welt. I 
want to congratulate you on the 
perfecting of these little shoes, also 
the sport types that we have gotten 
from you.” 


KIMMEL & SON, 
ERIE, PA. 


“Kindly send us, by express, the 
—*. order, ... These shoes 
are the best values on the market.” 


sure these shoes will go very big 
in this community.” 


THE MAY CO., 
DENVER 


“We find that the Pollyanna 
Shoes are selling unusually well, 
and within the next week we will 
have to increase our stock to at 
least two or three pairs of a size 
in the best numbers.” 


* 


AVERAGING A SIX TIME 
TURNOVER ANNUALLY 


*We will supply name of the merchant to 
non-competitive stores on request. 














These quotations are from enthusiastic Polly- 
anna dealers who have found in this line a 
remarkable selling power—a selling speed 
which has frequently resulted in turnover 
averaging better than ten times a year. 


MeT-S Mader Sree Co. 


FROM KINDERGARTEN TO 


Plan 
bulk 


This is opportunity! Write for full informa- 
tion about the Pollyanna Protected Agency 


which enables one merchant to get the 
of the popular-priced children’s busi- 


ness in his community. 


ANNVILLE, PENNSYLVANIA 


KEEP THE GROWING 
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WHERE TO BUY 


Women’s Shoes 





HAND TURN PUMPS 
PATENT OR CALF 
19/8 HEEL 
aA TO C, 2% TO &, $4.25 
In Steck 


ROTH SHOE CO. 
Manufacturers 
62 N. Feurth St. 








ALL WHITE SANDALS 


PAJAMAS 
AND 
BRAIDED 


IN STOCK 
Unusual Values for Popular Priced Retailers 


Chekko Braided Sandal Corp. 
303 4th Ave. New York City 








FOR WOMEN 


Brn 708M Tease, NY. | STOOR 











Ultra Smart Sandals 
Quality 
Beet Color Predeminates 


Combinations. 


Unusual 
Profits. Direet. 


BIARRITZ SANDALS, INC. 


Write 








120 West 30th St., New York City 
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WHERE TO BUY 


Shoe Accessories 


a hl elie i ellie aii eid die el 





Mr. Shoe Buyer 
VAMP -EEZ 


TRADE MARK 


STOPS 
CUTTING 
HERE 


Will clinch many 
sales for you this 
season on opera 
pumps. 

This device produces a smooth rounded 
surface on the sharp edge of the vamp. 
Eliminates cutting at the instep. 

In colors to match shoes. 


VAMP-EEZ COMPANY 


1141 Broadway, New York City 














Tanners Show October 8 and 9 


New York—Following precedent of 
past years, the Official Opening of 
American Leathers for Spring 1932 
will be held at the Hotel Astor, New 
York, on Thursday and Friday, Octo- 
ber 9 and 10 next. These dates were 
selected by the Exhibit Committee at 
a meeting held in Boston on July 9. 


Shoes in Hat Stores 


New YorkK—The Sarnoff-Irving Hat 
Stores, one of the large popular priced 
chains operating here, recently added 
a line of New England made men’s 
shoes to the merchandise being carried. 
The shoe retails at $3.95 a pair. 


eee 
» ABOUT PEOPLE q 


Advances Commissions 


York, Pa.—With salaries being 
slashed by some of the leading manu- 
facturers and retailers throughout the 
country, Mahlon N. Haines, proprietor 
of the Haines chain of shoe stores, 
claimed to be the largest chain of 
stores owned by an individual in the 
United States, has increased the com- 
mission allowed his store managers by 
one-half of one per cent. Mr. Haines 
conducts his business on a commission 
basis entirely, and with no salaries to 
raise he raised the commission as 
evidence of his faith in business and 
its revival. 

Announcement of the increased com- 
mission was made by Mr. Haines at a 
meeting of the managers of his 52 
stores, held in York on June 11. Mr. 
Haines entertained his managers 
royally that entire day, following a 
business meeting in the morning. At 
noon they were his guests at a lun- 
cheon in the Hotel Penn, and the after- 
noon and evening was spent at his 
Wizard Ranch, some miles from York, 
along the Susquehanna River. 


Held Up III Man 


JOHNSTOWN, Pa.—Two holdup men 
entered the sick room of Louis Zang, 
a well known shoe merchant of Johns- 
town, at 5 a. m. on June 18 and kept 
guns levelled at the sick man and his 
nurse while they ransacked the house 
taking jewelry valued at $2,000 and 
about $30 in cash. The holdup men 
chloroformed Mr. Zang and the nurse 
before they fled, in order to keep them 
from sounding an alarm. They escaped 
in the automobile of Mr. Zang. 


Bought Bly Stock 


JAMESTOWN, N. Y.—Carl O. Young- 
quist, who operates a _ retail shoe 
store at 21 East Second Street, an- 
nounces the purchase of the entire 
merchandise stock of E. Verne Bly, 
who formerly conducted a retail foot- 
wear shop at 119 North Main Street. 
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Mr. Bly has retired from the retail 
business. The merchandise stock of 
the Bly Shop was included in a special 
shoe promotional event staged by Mr. 
Youngquist. Two retail price ranges 
were featured—$1.97 and $3.87. 


Robbers Use Shoestrings 


Cuicaco—Morris Miller, manager of 
the Regal Shoe Company’s Loop store 
at 119 S. Dearborn Street, is consider- 
ing doing away completely with his 
stock of shoe strings. 

The reason—recently, bandits held 
Mr. Miller up, forced him to open the 
safe, and escaped with $250 in cash; 
but they added insult to injury when 
they took part of his stock in trade— 
shoestrings—and thoroughly trussed 
his hands and feet. As an after- 
thought they taped his mouth shut, and 
between the shoestrings and the tape 
he spent a good many uncomfortable 
hours before a clerk found him. 

Mr. Miller swears it was because he 
sells such strong shoestrings that he 
was unable to break his bonds. 


Returns to Washington 


WASHINGTON, D. C.—B. Cohen, who 
opened and manager the A. S. Beck 
Shoe Store for the past year in Wilkes- 
Barre, Pa., has succeeded J. V. Murphy 
as manager of the A. S. Beck Store 
in Washington, D. C. 

Mr. Cohen is not new to the Wash- 
ington trade, having previously man- 
aged Hahn’s Ninth Street store from 
1922 to 1927. He also managed the 
Sterling Shoe Store on F Street in 
1928 and 1929. 


Undergoes Operation 


Kansas City, Mo.—Addison Cox, of 
the Robinson Shoe Company, was op- 
erated upon for appendicitis, June 25, 
at the Independence Sanitarium, Inde- 
pendence, Mo. Mr. Cox is first vice- 
president of the Kansas City Shoe Re- 
tailers Association. 


Rhodes with Turrell’s 


SEATTLE, WaASH.—B. Rhodes, for 
several years with both the Saks-Fifth 
Avenue and Saks-34th Street stores in 
New York working under Eddie Cohn 
and Joe Michaels, is now associated 
with Turrell’s, who maintain two shoe 
stores in this city. 


Retiring 

PHILADELPHIA—Harry Curson’s Shoe 
Shop, 1611 South Street, is selling out 
and is reported retiring from business. 


Weekly Succeeds Miller 


LYNCHBURG, VAa.—Athey W. Weekly 
has been made assistant treasurer of 
the Craddock-Terry Shoe Co., succeed- 
ing the late H. C. Miller. 
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Announcing— 


“Netalcloth” 


— Copyrighted — 


In this interpretation of the in- 
fluence of the Second Empire 
Seymour Troy, peer of shoe crea- 
tors, utilizes NETALCLOTH in 
combination with black satin. 


And now Jefferson introduces to the 
trade a new fabric, NETAL- 


CLOTH, which promises to be the 
sensation of the Fall Season. 


Especially suited for evening Slip- 
pers, NETALCLOTH reflects the 
newest fashion trend—the Second 
Empire influence. 


The . Following Colors 
Are Available from Stock 


All Silver White and Silver (Dyeable) 

All Gold White and Gold (Dyeable) 

Black and Gold Black and Silver 
Gold and Silver 


Send for the “Netalcloth” Swatchbook 


JEFFERSON 
TRADING CORP. 


1328 Broadway, Marbridge Bldg., New York 
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LAST WORD 
IN SPATS! 


HERE is no keener judge of dress accessories than 

the average well turned-out American—unless it is 
the wide-awake retailer who serves him. 
To both, BOND STREET SPATS represent the last 
word in correct and comfortable anklewear. Both pre- 
fer BOND STREETS for their faultless cut and tai- 
loring, for fit and comfort and for the English style 
authority that establishes their superiority. And re- 
tailers further prefer them because of the merchandis- 
ing cooperation we are providing all along the line. 
This year, a bigger and stronger series of BOND 
STREET FOOTBALL FORECASTS, featuring 
several famous coaches, will brighten the air over a 
great National Broadcasting Company Network—en- 
tertaining millions of red-blooded Americans and car- 
rying to them the BOND STREET style and comfort 
story through the best of the selling season. 
You should take full advantage of BOND STREET 
merchandising help and grasp the opportunity to make 
money with the best known and fastest selling line of 
spats. Write today for descriptive literature and prices. 


THE WILLIAMS MFG. COMPANY 
PORTSMOUTH OHIO 





WHERE TO BUY 


Men's & Women’s 
Slippers 





CAPEZIO presents 
NEW FALL LINE 


CAPEZIO quality that always grati- 
fies, with many innovations, at popu- 
lar prices! CAPEZIO slippers in 
your store mean volume sales and 
splendid profits! 
Write for our exclusive 
Franchise that will make 


Chicago 
Stock Dept., 
159 N. State St. 
Los Angeles 


Stock Dept. 
1533 Rosalia Rd. 








Main Ofiee and Factory 


IN STOCK 


FOR IMMEDIATE DELIVERY 
Sizes 24%4-8 
Take advantage of the 
Gnest quality line at 
exceedingly low prices in 
these unusually 
smart Hand 
Turned Pat- 


terns of 
black kid 





Write for 
sample pairs 


The Norridgewock Shoe Co., Inc. 
—ommNORRIDGEWOCK, MAIN 











W. S. CHASE & SONS 
HAVERHILL, MASS, 


FINE SLIPPERS 
MEN and BOYS 


HANDTURNED 
$2.00 to $2.85 
Boston Office: 501 Statler Bldg. 


C900 (Gm C9P0OOOOE 


Turns 
seer 2. yo to 


|) 
pera 
C-D-E, $2.60 


© L. B. EVANS SON CO., Wakefield, Mass. a) 


Boudoir Slip 





In Stock 
NUSUAL VALUES 
izes 3 


“Every Pair 


241'No. 11 


RD 
Satan & 
Lith St. septs, sia Pa. 

















OBITUARY 


Clinton C. Terrell 


Cairo, ILu.—Clinton C. Terrell, age 
62 years, one of Cairo’s outstanding 
residents, who for many years had 
been in the shoe business here, died at 
his home here on July 6 following an 
illness of some time of angina pectoris. 

Mr. Terrell was born in Ballard 
County, Kentucky. He came to Cairo 
when a young man and was employed 
by D. L. Marx who was then in the 
shoe business. Later he went into 
partnership with J. W. Howe, the con- 
cern being known as the Terrell-Howe 
Shoe Company. This partnership was 
dissolved a few years ago when Mr. 
Terrell and Carl A. Karcher incor- 
porated under the name _ Terrell- 
Karcher Shoe Company, this firm ex- 
isting at the present time, one of the 
most successful and distinctive stores 
of its kind in southern Illinois. 

Surviving Mr. Terrell are a son, 
Clinton C. Terrell, Jr., an infant 
grandson, Clinton C. Terrell, III, a 
daughter-in-law, Mrs. Clinton C. Ter- 
rell, two brothers, D. D. Terrell and 
Tom Terrell, both of LaCenter, Ky., 
and a sister, Mrs. Lena Overby of 
New York. Mr. Terrell was married 
to Mrs. Belle Howlett of Charleston, 
Mo., who preceded him in death two 
years ago. 


W. F. Spalding 


ATLANTA—William F. Spalding, for- 
merly vice-president of Gramling, 
Spalding and Collinsworth and one of 
the best known shoe men in the South, 
died on Friday morning, July 3, while 
en route to Macon, Ga. 

Witnesses stated that, while motor- 
ing toward Macon and about five miles 
south of Jonesboro, Spalding suffered 
some sort of a heart attack, cut off the 
engine, and drove his car into the ditch 
at the side of the road. He was dead 
when help reached him. 

‘Born in Lebanon, Ky., in 1877, Mr. 
Spalding was educated at Notre Dame 
University, coming to Atlanta in 1896 
to enter the offices of Gramling, Spald- 
ing and Collinsworth, of which his 
uncle, the late Dr. R. L. Spalding, was 
a founder. 

For many years he was vice-presi- 
dent of the firm, although at the time 
of his death he was employed by a 
cotton company as traveling agent. 


1. Greenblatt 


SAN FRANcIsco—I. Greenblatt, long 
identified with the shoe retailing of 
California, and conducting a men’s 
shoe store, with a clothing department, 
at 306 J Street, Sacramento, Cal., has 
passed away after a brief illness. 


Charles E. Copeland 


MILWAUKEE — Charles E. Copeland, 
70, long one of the business leaders of 
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Jefferson, west of here, was found dead 
in a barn back of his home July 8. Mr. 
Copeland was president of the Cope- 
land & Ryder Shoe Co., with which he 
had been associated since youth. A 
son, Edward, is secretary of the firm. 

Surviving are his widow, the son and 
a daughter, Mary. 


Chas. Schuff 


LOUISVILLE—Charles Schuff, retired 
shoe manufacturer, died at his home, 
803 Fifth Street, after a month’s ill- 
ness. Mr. Schuff, who was seventy 
years old, was a native of Louisville 
and received his education in this city, 
supplemented by study abroad. He 
was connected with the John H. 
Schulten Company and the Schuff Tan- 
ning Company for many years. He is 
survived by his wife and three daugh- 
ters. 


John F. Hartle 


BLUFFTON, IND.—John F. Hartle, 69 
years old, for years in the shoe busi- 
ness in this section, died recently at 
his home following a heart attack. He 
had been a sufferer for some time from 
angina pectoris. His first shoe activity 
was as a partner of G. D. Snyder here. 
Later he was in the shoe business for 
himself and after disposing of his store 
here located in Plymouth, Ind. The 
widow survives. 


W. M. Brown 


Kokomo, INnp.—William McClellan 
Brown, 64 years old, retail shoe dealer 
here for the last 32 years and promi- 
nent in civic affairs, died at his home 
of pneumonia after an illness of two 
weeks. He was born at Greencastle, 
Ind., and spent his early life there. 
He was vice-president of the local 
Lions club. The survivors are two 
daughters and a son. 


John L. Sommer 


NeEwARK, N. J.—John L. Sommer of 
the J. L. Sommer Manufacturing Com- 
pany of this city, manufacturers of 
shoe horns and button hooks, died 
July 4 of heart disease at his home at 
Asbury Park. 

Mr. Sommer had continuously served 
the shoe trade with his products since 
1876. 


A. G. Steinman 


LoGAN, OHIO — Augustus G. Stein- 
man, senior member of the firm of 
Steinman & Wellman, well known re- 
tail shoe dealers here, died July 9, 
after a two months’ illness. He leaves 
his widow. He was 56 years of age 
and had been in business in Logan for 
a quarter of a century. 


Adds Adhesives 


LYNN — The Liberty Shoe Co. has 
set up new equipment, and is making 
shoes by the adhesive process, as well 
as its novelty McKays. 
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CONCENTRATION 


The many dealers throughout the country 
who are concentrating their comfort business 

262—Black Ruby Kid; Five e ° 
No. 112—Two-Strap, Plain Toe Breet 3 Tie; 13/8 Heel. Instock A, on Constant Comfort footwear are finding it 
Seadal; 12/8 Heel. Instock B, c. , C, D and E at Auburn; AA, A, e ° . ° 
D and E Auburn; A to EB B, © and D at St. Louls both profitable and effective in holding their 


Price $1.95 Price $3.00 
trade. 


* 
CO-OPERATION 


You can be assured of our earnest co-opera- 
tion in helping to get the greatest benefit 
from the nation-wide popularity of Constant 
Comfort Shoes. We can assist you as we have 
many others! 


* 


le CONSTANT 
Sook oa tinge COMEORT 


No. 486—Black Ruby Kid; One- 
Strap Cutout Sandal; 12/8 Heel. 
Instock C, D, E, at Auburn; A. 
B, C, D and E St. Louis 

Price $1.85 


AULT-WILLIAMSON 
SHOE COMPANY 


AUBURN, ME. ST. LOUIS, MO., 416 North 12th St. 
(Factory and In-stock Dept.) (In-stock Dept.) 
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WHERE TO BUY 
Fine Sport Shoes 
















SAN LINE SPORTIEST OF 
SPORT SHOES 


“A Mile Away You Know Them” i 
Sun Chasers 5 ' 


Us 










= 


WHERE TO BUY 


Sport Footwear 


















rr of 






GOLF 





for immediate deliver 
Write F complete 
Shoes. 













“SPORTSTER” 


Official Girl Scout Shoes 
204 Sizes and Widths In-Steck 
A. SANDLER 
184 Lincoln St. 

Boston, Mass. Est. 1889 




























WHERE TO BUY 


Dancing Sandals 












* KENDALL'S Shi 


AND. 















For Aesthetic 
Dancing 


IN STOCK 








WHOLE 
SIZES 
ONLY 
Sizes 6 childs’ 
to 10 women’ 










en’s 
Bend for Oirculer 
DEPT. c. 





















* KENDALL SHOE COMPANY * 
HAVERHILL, MASS. 



















Finders Meet 
St. Paut—The National Leather 


and Shoe Finders’ Association in 


twenty-seventh annual session in the 
Hotel Lowry chose West Baden, Ind., 
for the 1932 meeting place and re- 
elected David Feidelson of Birming- 
ham, Ala., president. 

Much entertainment was provided 
the opening day, Monday, and in the 
evening the shoe repairmen of the city 
were guests at a smoker. Golf was 
the main event for the morning and 
afternoon. Pleasurable occasions for 
the women of the convention was a big 
feature of the program. 

Chairman W. A. Loewenberg of 
Memphis reported the work of his com- 
mittee on leather exhibits. Paul H. 
Spies of St. Louis discussed the field 
work of the year. Secretary G. A. 
Knapp of St. Louis made an address 
on loyalty and W. H. Bremer of St. 
Louis reported on credits in the in- 
dustry. 

On Wednesday John Van der Vries 


of Chicago, manager of the north cen- - 


tral division of the Chamber of Com- 
merce of the United States, in talking 
on present day business trends, said 
that group action is the outstanding 
progressive step that American busi- 
ness has taken recently, and the bus- 
iness men depended on group action 
rather than governmental aid during 
the recent depression. They no longer 
engage in intensively personal com- 
petition. 

The association decided to have a 
field man to keep members of the asso- 
ciation in closer contact. 

John Lawrie of Chicago was toast- 
master at the annual dinner and the 
speakers were Rev. G. C. Koehler and 
Frank Madden (Officer Mulcahey) of 
St. Paul. 

Other officers elected by the conven- 
tion are: Vice-presidents, John L. 
Steffan of Buffalo, N. Y.; Rudy Kap- 
lan of Chicago; D. R. Stanley of 
Denver; Earl Berg of Sioux City, 
Iowa, and H. J. Harding of Hunting- 
ton, W. Va.; treasurer, William Potts 
of Dallas, Tex. New members of ex- 
ecutive committee: Glenn Driscoll of 
Omaha, Neb.; John Kipp of Baltimore; 
Carl Gaver of Minneapolis; Ray Shaf- 
fer of Akron, Ohio. 





New Wilson Shop 


ORLANDO, FLA.—In connection with 
the opening of his beautiful new shoe 
store, Harry S. Wilson sponsored a 
special four page section of the Morn- 
ing Sentinel. 

A feature of the opening was the 
cooperation of students from the Or- 
land high school and Rollins College, 
who assisted Mr. Wilson and his staff 
of employees in welcoming the visitors. 
The reception hours were from 3.30 to 
5.30 and from 7 to 9, during which 
time no sales were made. An orches- 
tra played at both receptions. 

With the establishment of the dif- 
ferent departments for men, women 
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and juveniles, the Wilson Shoe Co. is 
particularly capable of meeting the 
shoe and hosiery needs of persons of 
the most conservative or extreme pref- 
erence in fashion. A wide range of 
sizes is carried, and the most difficult 
foot can be fitted here. 

For 14 years the Wilson shoe store 
has been serving a wide circle of cus- 
tomers in central Florida, and it has 
now moved into a beautiful and mod- 
ernly equipped quarters in order that 
it may better serve its clientele. The 
location is better, the quarters are 
larger, the equipment and supply of 
stock is better. 


Snakes, Swords and Sawfish 
[CONTINUED FROM PAGE 38] 


the edge, all of these locks being con- 
trolled with a single key in one opera- 
tion. 

What is said to be the longest pair 
of Texas steer horns in the world rest 
over the mantel of the fireplace. They 
measure nine feet from tip to tip. 

Broadswords and armor from the 
Coeur de Leon period vie for attention 
with East African drums, which in 
turn give way to cruel, primitive war 
weapons of South Sea Island natives. 

Crossbows, swordfish, old-time pipes, 
oxen yokes and spears decorate the 
ceiling—we could go on and on, the list 
seems almost endless. 

Scattered throughout the collection 
are stands displaying the very latest in 
sport shoes, riding boots and walking 
shoes. Their very newness contrasts so 
sharply with the antique surroundings 
that they compel the visitor’s attention. 

“People come to look, and stay to 
buy,” says Mr. Hough, who is properly 
proud of his “museum.” 

“But,” he adds, “shoes are never 
pushed. It is a standing order for our 
salesmen never to mention shoes to a 
visitor until the prospect himself 
brings up the subject.” 

According to Mr. Hough, the estab- 
lishment of this bizarre salesroom has 
resulted in much free advertising and 
publicity. Every day many persons 
come in to visit and look over the arti- 
cles on exhibition. 

Regulars bring in their friends— 
even in large groups. More often than 
not, these visitors themselves become 
regular customers and in turn bring in 
their acquaintances. Thus, an endless 
chain of free advertising and new pros- 
pects is the result. 

A number of different photographic 
views of the Lodge have been printed 
on the backs of post-cards and these 
cards are mailed to new customers. 

The value of the collection is very 
conservatively estimated at $65,000. 
However, the owner would not part 
with it for several times that price. He 
is constantly adding new pieces, and 
any shoe man stopping in Chicago will 
find his time well repaid by a visit to 
this most unusual shoe shop. 
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Boor 
curar 


The shoes in this window are 
fitted with open top, AnkleHi 
Fairy Forms. Note the adjust- 
able cross-bar which provides 
for differences in shoe widths 
and the special heel that 
makes insertion and removal. ; 
of the form ony. Price $1.75 

a pair. Closed top AnkleHi, 
price $2.25 a pair. 


Licensed Manufacturing Branch 
Unrrep Last Co., Ltp. Northampton 
Montreal, Que. Englan 











Appearance 
that attracts 


SALES 


T= are days of careful buying—of shopping for 
values. Shoes will sell only if their appearance 
is attractive to the shopper—only if it says, “‘Value.” 


Realizing this, shoe retailers everywhere are tree- 
ing their display models with Fairy Forms. They 
find it an easy and inexpensive way to bring out all 
the individuality—all the beauty—of each model. 


Notice the interesting use of AnkleHi Fairy Forms 
in the window illustrated. There are Fairy Forms for 
displaying all different shoe models, hosiery, or shoes 
and hosiery together. Write today for profitable 
information. 


SHOE FORM COMPANY, INC., Auburn, N. Y. 


Paris Frankfort Melbourne 


France Germany Australia 














Price Ticket 


any assortment desired 


Modernistic 


Your Choice 

of Two Color 

Combinations 
Purple with Gold 
Edge Trim on 
White with Black 
Figures 


IN-STOCK 


or 


Red with Black Edge 

on White with Black 
Figures. 

1 dozen $0.35 
6 dozen 
12 dozen 


(Check with Order, Please) 


Merchants’ Service Dept. 


Boot and Shoe Recorder 
209 So. State Street 
CHICAGO, ILL. 











being the 
50 simple, durable, light in 
° weight and low in price boot 


_ Also in Stock at 424 So. B’way, Los Angeles, cat. | 
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A Sensation! 
The New 


COLT 


ADJUSTABLE 
ALUMINUM 


Pronounced by experts as 
most efficient, 


. tree on the market. A few 
per pair sizes cover all sizes of boots 
because of its adjustable 
features. Can also be used 
as a leg or instep stretcher. 


Retails at $17.50 
Get to know the Colt Tree and 


ORDER A SAMPLE PAIR 
or Send for Folder CBT 
Colt-Cromwell Co., Inc. 
EST, 1899 
1239 Broadway, N. Y. C. 














tn 
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WHERE TO BUY 


Children’s Footwear 


CHILDRENS 
FOOTWEAR 


IN STOCK 
Free Sty « Bootles on Requect ty 


$i Main St, WILTON, MAINE } 





16 H.BASS & CO. 





MRS. DAY’S IDEAL BABY 
Fy SHOE CO. 


Soft Soles — Inter- 
mediates. Hard 
Soles — infancy to 
four years! 


Danvers, Mass. 








PATENTED 


SHOES 


Finest Quality Children’s Shoes 
Manufactured continuously since 1892 
by 


SHAFT-PIERCE SHOE CO. 
FARIBAULT, MINN. 








Children’s Fine Goodyear Welt Shoes 


Made by 
THE GILBERT . SHOE Co. 
THIENSVILLE, WIS. 

















Training the Salesman 
[CONTINUED FROM PAGE 40] 


But if he loses interest in this work, 
he is on dangerous ground. If he takes 
too much interest in the girls in the 
hosiery department; if he talks to the 
other salesmen instead of attending to 
his job; if he takes to hanging about 
the door—well, it is just too bad. 

Many an applicant who comes 
through the first test with a good im- 
pression cannot stand the second. 

How iong is a man kept on trial? 

That all depends upon the man. If he 
is quick to learn he may go on the 
floor at the end of thirty days. 

If he is a little slower in learning 
the stock and the finer points in the 
business, he may be two or three 
months. One young man I kept on the 
stock for five months. He was one of 
the slow but sure type. But he was 
conscientious and a hard worker—and 





today he is one of the best salesmen 
that we have in the store. 

We get both college men and men 
without a college education as appli- 
cants. And there is not so much differ- 
ence between them. If a college man has 
worked his way through school, or 
knocked about a bit after leaving, and 
has determined that he wants to sell 
shoes, the chances are that he will go 
right on up to a position as manager 
somewhere. If, however, he went to 
school on his father’s money, and re- 
gards the shoe business as merely 
something to do until something better 
turns up—well, it is equally certain 
that he won’t get anywhere at all. 

Ail the while a new man is on stock, 
he is being constantly trained to take 
his place on the floor. He learns the 
stock thoroughly. He learns how to 
sell by actually trying to sell to me and 
to the other salesmen. 

He learns all of the time—and as 
much is acquired through contact with 
the work and other salesmen, and ab- 
sorption, as is learned in actually being 
“told how.” 

There are three things that a shoe 
salesman must know. 

First, he must know enough to be ab- 
solutely honest about a shoe at all 
times. Nowhere does misrepresenta- 
tion or dishonesty about an article 
come home more quickly than in the 
shoe business. 

Second, he must learn how to fit. 
Only a study of the stock on hand, plus 
actual experience with many types of 
feet, can give him this knowledge, but 
once it is acquired, it is invaluable. 
The ideal method is for every shoe 
salesman to attend school for the pur- 
pose. But there are so many salesmen 
and so few schools that it is impossible. 
So it is up to every manager to tell his 
salesmen all he knows about the busi- 
ness of fitting. 

And, finally, the salesman must be 
able almost instantly to size up a cus- 
tomer. He must know, almost in- 
stinctively, what price shoe she will 
want. He must know how to match her 
ensemble. He must know what shoe in 
his stock best meets with her prefer- 
ences. He must be able to tell whether 
she will buy one pair or six. 

Many a sale has been lost because 
the salesman did not seize his oppor- 
tunity and sell six pairs when he only 
sold one! 

Learn? 

There is so much to learn about the 
shoe business that the subject is never 
exhausted. In customer psychology 
alone is a field which should net many 
dollars to the studious shoe man. 

And as for the boy who thinks he 
can learn to sell shoes in a week’s time 
—why, I am simply sorry for him. He 
will never be anything but a ham sales- 
man, if he lingers in the shoe business 
at all. I have been selling shoes for 
twenty years, yet not a day passes that 
I do not learn something new about the 
business. The question is not when one 
can stop training salesmen—it is 
whether a manager dares to stop at all! 
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Type Buying 
[CONTINUED FROM PAGE 32] 


shoes are being shown in warm tones 
of brown kid, with pipings and band- 
ings of contrast; some greens, and the 
black kid open shank afternoon sandal 
or one-strap, piped in white, tipped 
with dainty concave buckles on the 
high-riding strap, are in the afternoon 
category. 
a 


Fabrics, such as moires, lace with 
screw twist in the weave, and metal 
suvas or square meshed metals, used 
as inlays in brocades and fabric shoes 
are outstanding for evening shoes. 


aa 


The T-strap has returned, both in 
sandal types and one-straps. Broad 
and fine strappings are shown in 
almost all lines. 

+ 


Pastel kid suedes in cut-out sandals 
and open shank types are used in com- 
-bination with gold and silver, with a 
medium heel. Buyers at this time are 
zoncentrating on a carrying on of the 
spectator sports versions of shoes, in 
combinations of two and three ma- 
terials, with oxfords, pumps and step- 
ins outstanding. Built-up leather heels 
in sturdier lines than heretofore; cov- 
ered Cubans; some tucked-in surfaces; 
some leather lifts photo-lithographed 
on celluloid cover; and the new heel 
covering dyed to match the calf which 
trims the shoe, are the newer develop- 
ments in heels. In _ sub-deb types, 
however, there is an entirely new spirit 
in contour and heel lines; Spanish, 
Louis, greatly modified; and _ boule- 
vards in sturdier expression; and some 
spool heels are creeping into the sandal 
picture. 


ote 


This season, more than ever before, 
the buyer must think out his sales 
problems in serious sequence, and in 
terms of his customers. Instead of 
buying “a line” this year, he buys 
groups of types, in sizes and widths; 
he buys less colors, and concentrates 
more on one shoe that will “straddle” 
five or six tones of brown, and a black 
shoe which has character enough to 
lend itself for three or four types of 
costume. For the first of the season, 
he will require, for window-sales-pro- 
motion three or four outstanding, 
smart patterns and combinations; for 
without the introductory shoe this com- 
ing season, large sales cannot be ex- 
pected. For example, there is a green 
shoe which will attract the early fall 
shopper, without creating too large a 
demand for a type which would neces- 
sarily not be carried through; there 
are combinations of black and white 
which can serve this purpose admir- 
ably. The logical reason for this com- 
bination is that an in-between shoe will 
be welcomed by the smart woman, 
after she has discarded white shoes for 
the season, as the fall season opens 
August 15. 
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“TAKE THE UNCERTAINTY OUT OF 
WOOD HEEL MAKING” 




















THE NEW MEARS 
ACCURATE MONOSPOOL 


\ MECHANICALLY SPOOLED 








OTHER TOPS 


“Take the uncertainty out of wood heel making,” HAND SPOOLED 


was the order given the inventors and operating men of the 
Mears Company. And in spite of extreme price competition 


by heel manufacturers who don’t realize what uniformity AMD 
means to shoe manufacturers, the Mears Company has gone / 
steadily ahead, doing more business every year, including e 
this year, reducing prices as fast as costs make this possible, 

and making real contributions to development. In fact, al- ©THE AUTOMATIC SPOOLING 


most all the basic improvements which have been made are (or Rounding) MACHINE 
Mears made: 








Upto now rounding (or spooling) 
FIRST: Perfecting the turning-machine to make accurate of tops has been done by hand, 
duplication of heel profiles possible. the corners have been “knocked 


SECOND: Perfecting automatic groovers to make the - y and sa — h cit 0 
breasts of heel blocks uniform and accurate without any of e operator, unitormity oF shape 


the variation present in hand scouring methods used by has been impossible. 
others. NOW rounded tops or unique 


shapes can be made in volume 
production with almost perfect 
uniformity. 


THIRD, and so on: Dozens of minor but important im- 
provements or inventions in grading, doweling, breast slot- 
ting, concaving, measuring, inspecting, conditioning, hand- 


ling, packing, etc. Therefore, more of the uncer- 


tainty has been taken out of 
ons heel making! 


All Mears (and associated) plants are being equipped to make Monospools. 


Look for FRED W. MEARS HEEL COMPANY, INc. 


this trade-mark AUBURN, ME. - COLUMBUS, O. - ST. LOUIS, MO. - AUBURN, N. Y. 


on every heel seat Associated Companies 


CONWAY WOOD HEEL COMPANY, CONWAY, N. H. 
MERRIMACK WOOD HEEL COMPANY, SALEM DEPOT, N. H. 
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WHERE TO BUY 
Ballet Slippers @ Sandals 








In Stock Black Kid 
Ballet Right and Left 
Last 
Ladies’ $1.25 pair 
Misses’ $130 pair 
Child’s $1.15 pair 
BLOG SHOE CoO., INC. 
147 Duane Street 
New York City 














Comer meres 





1 lll el i hi li 


WHERE TO BUY 


} Shoe Forms 


BOAO Ee 





S/IRIROLORTIK: 


for Shoes and Hosiery 








Issues Fall Catalog 


BROOKLYN—The Best Ever Slipper 
Company, Inc., of Brooklyn, is issuing 
an attractive new fall catalog on its 
line of slippers. 

This catalog will be a 32-page book 
in full color showing many dainty 
leather slippers and also the new Pull- 
man and leather soled slippers that 
are now being manufactured by the 
Best Ever Slipper Company. 

This company is running along on a 
full production schedule due mostly to 
its leather sole business, which has this 
year tripled in volume. 





Sell Fall Shoes 


Kansas City, Mo.—A sellout of an 
advance display of fall models dur- 
ing their summer shoe sale is the re- 
port of E. W. Leeman, owner of the 
Leeman shoe stores and manager of 
the Cooper store here. He says that 
many women who came in for sale 
shoes selected fall merchandise. The 
fall lines that proved their popularity 
so early in the season included: brown 
ring lizard, brown patent combina- 
tions, black and white lizard and black 
patent and kid combinations. 





> ON THE SELLING END <« 


News of the Travelers and Sales Activities 





Travelers Aid Boston Show 


As usual, and even more so, was the 
generous part played by members of 
the shoe traveling fraternity in the 
twelfth annual Boston Shoe and Leather 
Fair. Members of the Boston Shoe 
Travelers’ Association, the Boston Shoe 
Associates and the Southern Shoe Trav- 
elers’ Association were in charge not 
only of the registration booth—a hard 
job—but of all hospitality as well. 

Headed by John S. Whittemore, pres- 
ident of the Boston association and 
general chairman of the Hospitality 
Committee, members of the fraternity 
worked hard from early morning until 
late at night to see that everyone had 
exactly the kind of good time appeal- 
ing most to the individual in question. 

The two outstanding hospitality 
events, of course, were the harbor ride 
with program of sports at its conclu- 
sion and the golf tournament at the 
South Shore course in Hingham, from 
which the players were taken to Pem- 
berton, there joining forces with the 
boat ride crowd and sitting down to an 
extremely large shore dinner of the 
kind which has made New England 
famous. 

The annual ball game between buyers 
and salesmen, played in spite of the 
rain which fell occasionally, resulted in 
a complete vindication of the buyers. 
They batted as they buy—in bunches; 





and selected the right spot to place the 





ball as unerringly as they later se- 
lected the correct patterns and colors 
with which to build up their fall busi- 
ness. The final score, after much la- 
borious counting, finally was decided to 
be approximately 18 to 8. 

And as for the golf tournament! 
Imagine 125 enthusiasts plodding over 
the rain-soaked, storm-swept fairways 
at Hingham. With conditions as they 
were, is it any wonder that many ordi- 
narily careful players left the fairways 
entirely, electing to play the entire 18 
holes in the rough? Seriously, how- 
ever, some remarkable cards were 
handed .in—notably those of Henry 
Ekstrom, with a 68; A. D. Knight, 74; 
Fred Thayer, 77; and Frank Rapp, 78. 
Winners in the various divisions, with 
the prizes they captured, were as fol- 
lows: 


Retailers and Buyers Net 


G. L. Fiske, Hanover, N. H., 65, first 
net, clock; Mark Emerson, Newton, 
Mass., 68, second net, set of clubs; D. J. 
Kelley, Philadelphia, Pa., 70, third net, 
coffee urn; W. E. Wood, Lowell, Mass., 
70, third net also, binoculars; Samuel 
Kahn, Glens Falls, N. Y., 72, fifth net, 
set of pewter; K. F. Leopold, Colum- 
bus, Ohio, 72, fifth net; H. J. Saun, Co- 
lumbus, Ohio, 76, seventh net, golf bag. 


Shoe Salesmen 


J. T. Winsor, 79 gross, lamp; H. S. 
Drake, 71 net, two pair of shoes. 
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Manufacturing and Leather 
H. W. Ekstrom, 68 gross, pair of 
shoes; G. S. Pitcher, 66 net, ash tray. 


Allied 

A. Draper (Bud) Knight, 74’ gross, 
thermos bottle; H. S. Piper, 65 net, 
carafe. 


Retailers and Buyers Gross 

David Kahn, Albany, N. Y., 80, reg- 
istered set of irons and woods; Dana 
Goodwin, Fitchburg, Mass., 82, second 
gross, set of irons; Norman Nobil, 
Akron, Ohio, 85, golf bag, third gross; 
George Tupper, Montclair, N. J., 88, 
binoculars, fourth gross; H. Hassell, 
Chicago, IIl., 89, glassware, fifth gross; 
Francis Sulivan, Fall River, Mass., and 
A. H. Geuting, Philadelphia, Pa., tied 
at 92, golf sticks; F. P. Smith, Wash- 
ington, D. C., and William Ikler, Wash- 
ington, D. C., tied 93, eighth gross, ash 
tray, cigar case; P. R. O’Brien, Fram- 
ingham, Mass., 94, tenth gross, glass- 
ware; Charles Bourneuf, Portland, Me., 
and Ralph Hamilton, Webster, Mass., 
96, eleventh gross; H. M. Simmons, 
Herkimer, N. Y., 96, thirteenth gross, 
pewter urn; Pat Montague, North 
Hampton, N. H., 98, fourteenth gross, 
thermos jug. 

And the men who made all this pos- 
sible included: 

Registration Cmomittee—Thomas A. 
Delany, chairman; Harris M. Barnes, 
P. J. Barry, D. R. Carr, Jere A. Crow- 
le, Ernest T. Fogg, George W. Foster, 
A. P. Guild, John W. Higgins, L. A. 
Hunt, Charles E. Joss. H. W. LeFavor, 
Harry P. Lynch, E. S. Murray, H. P. 
McNulty, William Noll, W. M. Oak- 
man, C. O. Quimby, John S. Whitte- 
more, John F. Sullivan. 

Committee for Golf Tournament— 
George J. Lovely, chairman; F. D. 
Armstrong, Albert N. Blake, Frank M. 
Bohr, Boston, Mass.; Leonard Burdett, 
L. B. Cubbison, Albert F. Doyle, Clay- 
ton F. Emerson, Perley G. Flint, 
Charles H. Furber, D. R. Goodin, 
Charles T. Heald, Charles S. Hoar, 
John T. Hollis, Arthur D. Knight. 
W. H. Larkin, Paul O. MacBride, Kar] 
E. Mosser, Marshall Nazro, Lester E. 
Packard, Gould S. Pitcher, D. F. Quig- 
ley, Frank P. Rowbotham, Guy E. 
Small, John L. Stanton, James H. 
Stone, Edric R. Taylor, George White. 

Dinner Committee—Charles O. Quim- 
by, chairman; Sydney L. Curry, C. E. 
Joss, Waldo M. Oakman, A. F. Jones. 

Tickets and Transportation —T. A. 
Delany, chairman; William Noll, H. P. 
McNulty, Charles W. Morrill. 

Sports and Prizes—T. E. Murphy, 
chairman; George J. Lovely, James G. 
Lunney, Thomas H. Meade, Jr. 

Entertainment Committee—Harry P. 
Hunter, chairman; P. J. Barry, James 
E. Stevens, Frank B. Morrow, John 
M. Travers, C. N. Coggswell, Byron M. 
Brewer. 

Reception Committee— Harry P. 
Lynch, chairman; Arthur G. LaBonte, 
John J. Whalen, J. Goddard Brown, 
Arthur Simpson, D. J. Tobin, Ira F. 
Libby, Arthur P. Guild, Charles T. 
Walls, John T. Winsor. 








Boot AND SHOE RECORDER 
combining THE SHop RETAILER, July 18, 1931 













ra 


Two Marks Brothers 
[CONTINUED FROM PAGE 17] 


that top cut off by unavoidable Mark 
Downs. But the merchant has no right 
to stay in business who refuses to put 
that top ten per cent on in the first 
place. That is a voluntary Mark Down, 
and inexcusable. 

“But,” someone objects, “I can’t 
change my Mark Up. I have my fixed 
prices, and that’s all there is to it.” 

Unfortunate, if true. Fixed prices 
are fine, except at two times—when 
prices are rising and when prices are 
falling. 

Yet here and there we find thought- 
ful operators refixing their fixed prices. 
Not all the same way, of course. But 
all are striving to fix them so the 
top 10 per cent be not all eaten up 
by mark-downs of either variety. 

Few shoe men realize there is hardly 
another retail industry that allows so 
much freedom in pricing its merchan- 
dise as do shoes. It is nobody’s fault 
but our own if we fail to ask the right 
price. 

Consider the jeweler. More than 5) 
per cent of the “legitimate” jewel- 
ers’ stock is pre-priced at the factory. 
And every other jeweler in town can 
carry the same brands if he wants to 
—and the same prices. 

Much of the hardware dealer’s stock 
is pre-priced. Every sportsman knows 
the price of Remington shotguns and 
he can buy them at that price in any 
store. The individual store is not per- 
mitted to merchandise its goods ac- 
cording to its own judgment. 

But in shoes we have the greatest 
opportunity for individualism. When a 
store accepts an agency, in most cases 
this means an exclusive franchise for 
the community. 

If the line is advertised the demand 
can be satisfied only in that one store. 
But if a person wants a Schaeffer pen, 
an Elgin watch, a Paris. garter or a 
Kodak film he can get them anywhere. 

The merchants who handle these 
things throw themselves into direct 
competition with dozens of other mer- 
chants handling the same thing. 

It’s the other way round in shoes. 
The agency plan, whether the line is 
advertised or not, really protects the 
dealer. Every shoe merchant is par- 
tially protected from direct competi- 
tion by the name on his goods. The 
wide variation in styles also takes much 
of the sting out of competition. And 
as far as judging actual values is con- 
cerned, we shoe men all know that 
neither we nor the customers can do 
that at all accurately. 

The shoe retailer, therefore, can 
mark his goods at whatever price he 
pleases to a much greater extent than 
can merchants in most other lines. 

There are, and have always been, 
two schools of price marking. First, 
those who say, “Mark low so no re- 
ductions will be necessary.” Second, 
those who say, “Mark high enough to 
take care of all reductions. They are 
unavoidable.” 
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Regardless of which theory is right, 
it must be admitted the low mark-up 
adherents have had the harder sledding 
lately. But most of us have found that, 
no matter whether we like it or not, 
some margin for mark-downs must be 
included in the original price. 

Furthermore, the mark up we get 
all season depends entirely upon the 
mark up we put on right now. Once 
prices are marked they can go in only 
one direction, down. 

So, gentlemen, let’s feed Mark Up 
well so he will be big and strong, al- 
ways remembering that in just a few 
weeks there will be a troublesome little 
brother, Mark Down. 





A. G. Brown Honored 


INDIANAPOLIS — 
Arthur G. Brown, 
general manager 
of the Marott Shoe 
Shop, was chosen 
president of the 
Indianapolis Mer- 
chants’  Associa- 
tion for the com- 
ing year at the 
annual election re- 





cently. 
Brown also was 
recently _ elected A 0 Ren 


treasurer of the 

Stores Mutual Protective Association. 
The organization through its board 
and membership keeps a strict watch 
on shoplifters and bad check passers 
in the retail district. Through co- 
operative efforts of the stores repre- 
sented in its membership, shoplifting 
and other forms of theft have been 
reduced materially. 

Arthur Brown has been connected 
with the retail shoe business in Indian- 
apolis for more than a quarter of a 
century. He was instrumental in 
organizing the Retail Shoe Merchants’ 
Association, and assisted in making 
the rules and regulations prohibiting 
the return of merchandise. 

The Indianapolis Merchants’ Asso- 
ciation was organized in 1899 and is 
one of the oldest associations of retail 
merchants in continuous activity in the 
entire country, it has functioned with- 
out interruption. 


Leipzig Fair Aug. 30-Sept. 3 

BERLIN— Widespread business recov- 
ery is indicated by the variety of ex- 
hibits and the buying frame of mind 
of the nations which will attend the 
Leipzig Trade Fair this fall. The 
historic Fair, approaching its 700th 
anniversary, has long served as a 


| barometer of business conditions and 


tendencies. The Fall Fair will attract 
180,000 buyers from 72 countries, in- 
cluding 1500 from all parts of the 
United States. This country will also 
be represented with some 200 exhibits. 
The Fall Fair will be held from 
August 30 to September 3. 
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“No Depression” Ad Theme 
[CONTINUED FROM PAGE 31] 


dent shall be put in the Fostor busi- 
ness. 

Our buying policy is characterized by 
plain common sense rather than wiz- 
ardry. We make it a point to buy from 
as few sources as possible, so as to 
centralize responsibility, to. know per- 
sonally the individuals in each factory 
organization and simplify the main- 
tenance of very close contact and co- 
operation. Although in certain in- 
stances we might save some money by 
price shopping, we do none of this be- 
cause it is a certainty that in the long 
run we are far better off for letting the 
factories do what we ourselves do— 
make a reasonable profit on the sound 
business basis of letting each shoe pay 
its own way. We don’t intend to be 
dealt a hand of shuffled-up bargains and 
disappointments. 

This general depression is working 
toward the wholesale consummation of 
putting the shoe and leather trades on 
a new and better plane of activity. 
We now are just at the point of realiz- 
ing the necessity of more work in place 
of more retrenchment—of more coop- 
eration in place of more cut-throat 
competition. Never in the past was 
there such close and profitable coopera- 
tion between tanner, manufacturer and 
retailer as there is today. Our faces 
are turned to the rising sun. 





Too Tempting 

MONTGOMERY, ALA.—Rubin’s Shoe 
Store tried that publicity stunt of 
freezing a pair of beach sandals in a 
block of ice and putting it on the side- 
walk to show how cool they were once 
too often. The other morning when 
they came down to open the store the 
ice hadn’t melted, but it had been 
broken and the beach sandals were 
gone, nobody knows where. 





Moratorium Hailed as Aid 
[CONTINUED FROM PAGE 15] 


BRING ABOUT A GENERAL READ- 
JUSTMENT OF THE REPARA- 
TIONS. SHOULD THIS BE ACCOM- 
PLISHED IT WILL HAVE A VERY 
HELPFUL INFLUENCE ON BUSI- 
NESS THROUGHOUT THE WORLD 
AND, WE BELIEVE, THE SHOE IN- 
DUSTRY WILL BE THE FIRST TO 
FEEL ITS REAL BENEFITS.—MIL- 
TON S. FLORSHEIM, FLORSHEIM 
SHOE COMPANY. 


THE MORATORIUM, IN OUR 
OPINION, HAS UNQUESTIONABLY 
BENEFITED ALL BUSINESS AND 
WILL EVENTUALLY RESULT IN 
ESTABLISHING INDUSTRY ON A 
NORMAL BASIS. — JOHNSTON & 
MURPHY. 































































































Ted Orr, of the Potter Shoe Co., Cincinnati, said recently: 
“Signs in the window are even more important than space in 
the newspapers, for there is the public looking at the actual 
merchandise, with no one to tell them a thing unless there are 
cards to tell the story.” 





* 
Two comments from our card service members: 


“We are absolutely sold on ‘Recorder Selling Messages’ as 
the livest show card service to be had today for the money.” 


“First of all we want to compliment you on our cards. They are 
an asset to the looks of any window and the wording is up to 
date and effective.” 





The shoes you buy . . . and don’t sell . . . are the real expensive 
shoes. Chain stores have well planned trims with attractive 
display cards and tickets. 


Your windows are the best of all so-called consumer advertising, 
if your cards are there to say for you what you would like to say 
in person to the window-shopper about your store service. 


Each month’s set of cards is colorful, artistic, with die-cut top, 
with hand-lettered selling messages, making it comparatively a 
simple matter to make the window trim fairly alive with your 
hearty invitation to come inside. 
Recorder Show Cards double the value of your window dis- 
plays! 

Complete Service Sent on Request for Inspection and Trial. 




















Design in cerulean blue, 
black, white, and red; text 
in black. 


7 x 12 card 
JUNE CARDS 
Complete Texts 
sent on request: 
5 cards—Women’s Shoes 
2 cards—Men’s Shoes 
1 card—Children’s Shoes 
1 card—Hosiery 
5 cards—On Store Service, 
Fitting, Quality, etc. 
Single cards—60c each 
G Without text—35c each 
















































Attractive, 
Colortui 
Hand-Lettered 
Price Tickets 


Im all denomina- 
tlons 


D—Modernistic 8-Way, 
two tone, Purpi. 
with gold edge, e: 
red with black edge 
on white. 

6 dozen, $1.60 
12 dozen, $2.60 


All other price tickotse 
illustrated are in tws 
” more colors, except 
‘H,” which is plaiz 
out 


6 dozen, $0.86 
12 dozen, $1.50 


J—Adjustable clips ter 
price tickets. 
\% gross $2.75 
1 gross $5.00 


K—Shoe Carton Tickets 
1.60 per 5600. 
2.50 per 1000 


MANY OTHER 
PRICE TICKBETs® 
IN STOCK 














ALSO: Profit Oharte 
Daily Stock Record, ané 
Financial Record Sye 
tems. 


Ask for Samples 


Oheck with Order 
—Please 
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PULL SHOPPERS IN” 


Annual Display Card 
Service includes: 


"Store Window Bulletin,” supplies 
merchandising and display sugges- 
tions each month. 





Special Cards, with wording as 


wanted. 


Exchange of Cards: Annual card ser- 
vice subscribers may exchange any 
cards received for others of the cur- 
rent month whose texts better cover 
their merchandising program. 





Price Tickets: Blank tickets match- 
ing the current month’s cards, sup- 
plied free; neat tickets with prices as 
wanted, but which do not match the 
show cards, also supplied annual 
card subscribers free; tickets with 


prices as wanted which match the YOUR CHOICE OF HOLDERS 
cards are 50c per 100 additional. Gobt aad Ghee fens end Oval base—burnished gold— 


base—3 color festoon 3 color trim 





Exclusive Franchise is given with an- 
nual card service to one merchant in 
an average size town, suburb or city Either holder harmonizes with the finest of window display fix- 
shopping center. tures. 


Peseeeceeeee cee sess essseaesseseeesaaae 


COUPON 


BOOT AND SHOE RECORDER, 
Republic Bldg., Chicago, II. 


Please enter our order for the Recorder “Selling 

Messages” card service No. for one year, 

consisting of cards, each month and 

art card holders, with the first month’s service, be- 

ginning with cards for July for which we will pay 
per year, payable $ per month. For 

cash in advance full year’s service, 5% discount. 


Select the 
Service You Wish— 
Then Mail Coupon 


12 hand designed cards each month, each 
Service with different sales messages, die-cut tops, 
colorful, artistic, size 9 by 12 inches; with 
No. 1 100 blank price tickets to harmonize with 


$5.00 service cards each month (or with prices im- 
printed, selection of prices as wanted, 50c. 
Monthly per month additional). Also 6 card holders 


with first month’s service. 


(If for any unforeseen reason we wish to discontinue 
service before expiration of order, we agree to pay 
$1.00 per month additional for each month’s card 
service delivered and agree to return card holders.) 
We sell Men’s, Women’s, Children’s shoes and hosiery. 
Service Service (Cross out lines not carried.) 
No. 2 8 cards No. 3 6 cards 
00 100 blank price tickets $3.00 50 blank price tickets 

$4. 4 card holders Monthly 2 card holders 
Monthly 


Printed Price Tickets:— 
5 5 s 





Merchants Service Dept. 


BOOT AND SHOE RECORDER 
Republic Bldg., Chicago, Iil. 
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THIS MAY BE 
YOUR OPPORTUNITY 
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SALESMEN WANTED 





SALESMEN WANTED 


LINE WANTED 








- WANTED 


Experienced salesmen to sell on commission 
new line of 20 patterns women’s style arch 
shoes to retail at $3.00. Opportunity for 
good salesmen. State qualifications and in- 
terested territory. 


The Carolyn Shoe Company 
Owego, N. Y. 








Experienced Salesmen 


To sell line of women’s novelty footwear in stock 
to retail at $3.00 and $4.00, on strictly commission 
basis. Following territories available: Missouri, 
Kansas, Nebraska, Michigan, Texas, Oklahoma, 
Wisconsin, Pennsylvania. 

NATIONAL SPECIALTY SHOE COMPANY 
1320 Washington Avenue St. Louis, Me. 














ALESMAN WANTED to carry children’s 

shoes. Good commission to experienced 
men. Send references and full information 
first letter. Address C-557, care Boot & Shoe 
Recorder, 209 So. State St., Chicago, Ill. 








ALESMAN with established territory for 

Jersey State, to sell to the retailers a 
general line, state reference. Address C-556, 
care Boot & Shoe Recorder, 239 West 39th St., 
New York, N. Y. 





SALESMEN to sell a short popular priced 
line of infants’, children’s, and misses’ shoes 
in Illinois, Wisconsin, Michigan, Colorado, 
Dakotas, Virginia, and Carolinas. Commission 
basis. ACM SHOE MANUFACTURING 
COMPANY, Clarksville, Tennessee. 





ANTED—Salesman calling on shoe manu- 

facturers in Pennsylvania and Maryland 
to carry a high grade side line on commission. 
Must be a high grade man with good reference. 
Address C-555, care Boot & Shoe Recorder, 
239 West 39th Street, New York, N. Y. 


DESIRABLE TERRITORY open for expe- 
rienced Shoe Salesmen to carry popular line 
of Rochester made Juvenile Footwear. Highest 
Commission paid to those having established 
trade. ‘Fall samples ready. Write full particu- 
lars as to territory, line now carried. STAUD 
SHOE CORPORATION, Rochester, N. Y 


E,ASTERN manufacturer offers outstanding 

line of women’s stylish arch support welts 
and spectators to resident salesmen in_ all 
large cities outside of New England and New 
York. Two grades to retail at $4.00 and $5.00 
stocked in various styles and leathers from 
AA to EEE. Exceptional opportunity for men 
with established trade. Address C-551, care 
Boot & Shoe Recorder, 239 West 39th St., 
New York. 








SHOE SALESMEN wanted to carry our spats 

and shoe ornaments as a sideline. Please 
ive territory and references with reply. 
ANOLIS MANUFACTURING CO., 

No. Crawford Ave., Chicago, Ill ’ 





POSITION WANTED 





GRADUATE PRACTIPEDIC, experienced 
window trimmer, and first class retail 
shoe man, 33 years old, an earnest worker 
with best of references seeks a steady position. 
Will go anywhere. Has specialized in the pop- 
ular priced field. JOHN SALISBURY, 2008 
A Idlewood Ave., Richmond, Va. 





U NUSUAL AND SUCCESSFUL buyer and 

manager is available. Previous connection 
with large department store, 7 years as chief 
buyer for large chain mail order house and 
also buyer for chain of 80 stores. Thoroughly 
familiar with all markets. Will go aren 
but prefer the middle west. GEORGE S. 
ae 522 Columbus Ave., Washington, 

a io. 





WOULD LIKE TO MAKE connections with 
reliable shoe concern in southwestern 
states, can trim shoe windows, good salesman, 
capable buyer, manager of department or shoe 
store, seven years experience. Graduate of 
Scholl and Wizard School. Can give very 
best references. Address C-553, care Boot & 
Shoe Recorder, 239 West 39th Street, New 
York, N. Y. 





YOUNG LADY, show room receptionist, ex- 
perienced saleswoman, also can model 4B 
shoes. Miss Minnie Goldberg, 123 McCiellan 
Street, New York City. Topping 2-9879. 





I AM CONNECTED with the outstanding 

shoe manufacturer and retailer for the past 
16 years. Styling and selling—anticipating a 
change. Have very desirable retail contacts, 
will invest capital if necessary. Address C-552, 
care Boot Shoe Recorder, 239 West 39th 
Street, New York, N. Y. 





RETAIL SHOE EXECUTIVE of 13 
years’ experience, one who is thoroughly 





WELL-KNOWN Traveling Salesman wants 
a Men’s popular priced line for the Pacific 
coast. Address: “SALESMAN” 2164 No. 
Highland Ave., Hollywood, Calif. 





SALESMAN covered New York state and 
Northern Pennsylvania. Line children’s 
and ladies’ shoes. Also cover new territory. 
BERT S. BERKSON, 636 Blake Avenue, 
Brooklyn, N. Y. 





SPECIAL, SHOE FINDING items to sell 
on a commission basis to jobbers and shoe 
stores in Western Pennsylvania and Eastern 
Ohio. JOS. B. NEWELL, 54 Courtney St., 
Emsworth, Pittsburgh, Pa. 





Low PRICED ladies hot novelties. Live 
salesman covering New York State open 
for new line; also jobs and side line. Address 
C-554, care Boot & Shoe Recorder, 239 West 
39th Street, New York, N. Y. 





SALESMAN with well established trade wants 
line of shoes for New York and vicinity. 
Have been covering same for six years with 
reputable firm. Address C-550, care Boot & 
Shoe Recorder, 239 West 39th Street, New 
York, N. Y. 





SALESMAN with established, clientele in 
California on women’s styled footwear, re 
tail $6.50 and $8.50 is open for representativ: 
line. Other lines also. Al references. Address 
C-548, care Boot & Shoe Recorder, 239 West 
39th Street, New York, N. Y. 





FOR SALE 





ODERN SHOE FACTORY property, 

motors, line shafting. Exhaust system al! 
intact with lot of machines. Plenty of best 
experienced shoe mechanics. w wages, beau 
tiful town, a real bargain, very little cash 
needed. CLEYBORN SHOE CO., Millers- 
burg, Pa. 





FOR RENT 





LATROBE, PA., store room 25x100, goo 
location, equipped with shoe fixtures, rea 
sonable rent. Immediate possession. Apply 

HADDEN HUDSON CO. 





conversant with all the details of manag t 
is open for a position. Has been both in the 
North and South and will go anywhere. At 
present employed. First class references avail- 
able. Address C-549, care Boot & Shoe 
al 239 West 39th Street, New York, 





SHOE DEPARTMENT for rent on percent 
age basis in outlying Chicago department 
store. Applicant must show successful record. 
Real Opportunity. Address C-558, care Boot 
and Shoe Recorder, 209 S. State St., Chicago 





CLASSIFIED ADVERTISING 


The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. 
Minimum charge 75 cents. For all other classified advertisements the rate is 7 cents per word. Minimum charge 
$1.25. When a box number is desired twelve words should be added for the address. In all other cases each 
word of the address should be counted. 
The rate for all displayed classified advertisements is $5.00 an inch with a maximum of 45 words. 
Classified advertising is payable in advance. 
8 Advertisements for this page must be in our New York office on Friday of the week preceding publication. @@ 


RATES 
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BUSINESS OPPORTUNITY 








one at home in a few weeks. Easy terms 
all the trade you can attend to. No capi- 
tal required or goods to buy; 

or soliciting. Established 1894. 
Stephenson Laboratory, 21 Back Bay, 
Boston, Mass. 











YOU CAN HAVE A BUSINESS PRO- 
FESSION OF YOUR OWN and earn big 
income in service fees. A new system of 
foot correction; readily learned by any 
for training; openings everywhere with 


MERCHANTS’ NEEDS 








Distributore— 





Royal Souvenir Co., Inc. 
1613 E. New ee Brooklyn, 


An Entire Block on the Boardwalk, 
between New Jersey Ave. and St.Charles Place. 


# AMERICAN and EUROPEAN PLANS 


SUN DECK 
The largest and longest on the Boardwalk. 


Occupying an entire city block directly facing 
the ocean. The foremost point at sea, in 


Py tag a hy Conn Dn ATLANTIC CITY 









































MERCHANTS’ NEEDS 








WANTED TO PURCHASE 











We will pay the best price for 
your surplus or entire stocks of shoes, 
general merchandise or department 
stores. Leases assumed. 


ris _ A... — : ; “ | WINTH R op 
I. SIMON CO. Pa OIE 


101 Reade St., New York City 4 | ; i] HARRY BURNETT, MgnDin 
one , 
or’ Est. 1880 ; 47% STREET 


LEXINGTON AVE. 
NEW YORK 








If you contemplate selling your 
entire or surplus stock com- 
municate with us. Prompt at- 
tention given. 


The location of the Winthrop com- 
bines residential luxury and transit 
convenience .. . All rooms are eut- 


KIRSCH -BLACHER CO., INC. P A b 
590 Broadway New York side and large, light and airy... 
Phone Canal 6-4298 and 4299 Ample closet space, serving pantry, 
sink, and electric refrigerator with 
each suite . . . Main and private 
dining rooms. 


HIGHEST ae PRICES oe Powel Dia bath from $4 








for shee stocks, slew sellers, Shert 
Est. 1890 
YY MMH NS 


sa7 Church Sto Nee, >) 
Phone! Ganal oases SIS Q 








\ \\ 
We are open te LIVING -ROOM N 
BUY FOR CASH 
ae sine a qpene—SeneaAt ea. 
POSTER @ DEUTSCH 


436 Grand St., New York City 
Phone Dry Dock 0852 
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lay SHOE CARTON LABEL 
(CLIE:) SPECIALISTS 
ne 


|| THE AMERICAN PRINTING =" LABEL C 
} Z14- JIS E 12th 


t. CINCINNATI.C 


Mute New yot Samp 


John Sisson Retires 


BurraLo—John Sisson, proprietor of 
the Sisson Boot Shop, 2236 Genesee 
Street, has closed his store owing to 
ill health. He has bought a farm and 
will devote the coming months to an 
effort to regain his health. Mr. Sis- 
son’s many friends will learn of his 
retirement with deep regret. 

= 
Son for Staffs 


New YorK—Mr. and Mrs. Samuel 
G. Staff of 47 East Ninety-sixth Street 
announce the birth of a son on 
Wednesday, July 8, at the Fifth Ave- 
nue Hospital. 

Mr. Staff is a member of the selling 
organization of the Julius Grossman 
Shoe Co., 537 Fifth Avenue, and Mrs. 
Staff is the daughter of the late Julius 
Grossman. 


Quits After 64 Years 


DANBURY, CONN.—Lane’s Boot Shop, 
Inc., 209 Main Street, discontinues 
business on July 31 after sixty-four 
years in the same location. The store 
is owned by Mrs. Anthony Sunderland, 
wife of the Connecticut State Police 
Commissioner and John Lane, an of- 
ficial of the Pullman Co. 























Prevails at 


oh 





There is no end to conveniences at 
rooms with tub and shower . 
Room, free parking for your car . 








BOSTON’S Renowned Hospitality 


Ken more 


AT KENMORE STATION 


Here you will find that far famed Boston spirit of cordiality. 
400 


- - Coffee Room, Empire Dining’ 
++ and even a_ cheery 


“Good Morning” with the paper left at your door when you wake. 
Let us send you a Booklet “Historical Boston” 

















“VARNUM” Size Stick 


(Trade Mark Reg. U. S. Pat. Off.) 


The Most Popular Measure 





Marked with standard American, French and _ English 
measures. Three styles 1—2—3. Maplewood, nickel trim- 


RETAIL SHOE STORES USE NO. 3 


F. W. WHITCHER CO. Boston, Mass.—Chicago, Ill. 


PRICE $1.50 EACH 





























MERCHANTS’ NEEDS 








PRICE TICKETS 


Colorful—Attractive 
Any Selection of Price Desired 
A New Style ~. Ticket Each 


Mon 
Samples to Select from Sent on 
Request 


























Black figures, red trim en yellow 6-ply stock. 


Any Assortment You Need: 
24 dozen $4.00 
+ 2.25 
. = : 1.25 
s * 0.25 
Other Price Tickets: 
(Samples on Request) 
24 dozen $2.50 
_ 3 1 
6 Ld 
1 Lid 
Cheek with Order—Please 


Merchants Service Dept. 
Republic Bldg. 
Chicago, IIl. 











Starts With Airport 


Thomas Bata, the celebrated shoe- 
maker of Czechoslovakia, is starting 
to build an airport as the first step in 
the construction of a new shoe manu- 
facturing plant at Othmuth, Silesia, 
reports the U. S. Consular Service. 
Bata already operates a fleet of air- 
planes from his shoe manufacturing 
plant in Zlin. 





Start Fall Advertising 
[CONTINUED FROM PAGE 24] 


ample—oxfords, or a popular heel 
height. Yet there are differences, too, 
that might otherwise be overlooked. 

The next step is to get the Promotion 
Sheets for the shoes in these UNITS 
together and plan the Promotions. 
There are really four Promotion Groups 
to consider. 

1. The preliminary promotion ideas 
August 15 to 

2. Fall Opening or Style Week, fol- 
lowed by 

8. Major promotion ideas for each 
week until October 30, 

4, And minor or secondary promo- 
tions for the period. 
(3 and 4 to appear in August 8th issue) 

Suggestions that cover each of these 
four groups are given as a guide. To 
make it thoroughly practical we have 
used a simple, attractive fall border de- 
sign to carry CONTINUITY through 
the ads and the window display. Notice 
that the center panel of the Fall Open- 
ing or Style Week window background 
is removable at will, so you can place 
the display unit for each new weekly 
promotion idea in the center back of 
the window, with a group of appropri- 
ate shoes before it; other shoes may be 
used on either side. This allows the 
Minor Promotions window space while 
concentrating on the Major Idea. 
The Minor Promotions are worth- 
while—but concentration on one big 
idea leaves a more definite, lasting im- 
pression on the customer’s mind. Com- 
pare them tothe headlines in a news- 
paper—the big news gets the big head- 
ing. 
Be sure that the Major Promotion 
Ideas are featured in the store also. 
Often a simple display of shoes with an 
appropriate card will do it. This not 
only keeps on impressing the cus- 
tomer, but keeps the interest of the 
sales force keyed up and teaches sell- 
ing points. 
When you have a planned promotion 
program based on facts, dramatized in 
ads and displays WITH A CUSTOMER 
INTEREST, ads need not be huge or 





displays elaborate. You’ll get more re- 











MERCHANTS’ NEEDS 











VA(NP-GUARD 


Invisible on 
Your Shoes 







Gives 
Instant Relief 


Adjusted to any 
Shoe Quickly 
i _ 
VAMP GUARD 
Safeguards 
THE NEW WAY Against Infections 


FOR YOUR INSTEP 


$15 


Vamp-Guard in addition to offering a good extra 
profit opportunity for progressive Merchants 
helps close your sale quickly, and will minimize 
your complaints, are obtainable in these follow- 
ing colors: Black Dull, for dull shoes; Black 
Polished, for Patent; and Neutral, for colored 
leathers. 


VAMP-GUARD CO. 


110 W. 34th ST., N. Y. C. 








turn for your investment. Also, the 
Model Promotion Plan will quickly re- 
veal bad buys. When they show up, 
act promptly. A quick loss is a smaller 
loss; the money from them will help to 
pay for profit-making fill-ins. 

Finally, the success of the plan de- 
pends much on the BOSS! Enthusiasm 
is contagious; so is apathy. Don’t let 
the old excuse “fine, but we wouldn’t 
have time for it” hold you back. MORE 
SALES make profits bigger, and this is 
SELLING of the finest sort. 





To Open New Department 


FRANKFORT, IND.—Charles Forrest, 
owner and manager of the Forrest 
Store here, announces a new and com- 
plete shoe department will be opened 
at the store immediately. The Thrift 
Shoe Company, for the past two years 
operators of a shoe department in the 
store, is preparing to move the stock 
to an out of town location. Mr. Forrest 
will handle a complete Endicott-John- 
son line, which until two years ago 
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THE Business 
AROMETER 


Business Changes 


ARKANSAS — Clarksville — C. H. Langford; 
boots, shoes, etc.; sold or closed out business. 


INDIANA—Gary—Charme Shoe Shop, Inc.; 
boots and shoes; recently incorporated. 
Terre Haute—The Beck Shoe Co.; boots, shoes, 
ete.; recently incorporated. 
MASSACHUSEYTS—Boston—Style-Rite Shoe 
Co.; manufacturers of women’s McKays; in. 
authorized capital $50,000. 
Georgetown—Georgetown Shoe Co.; manufac- 
turers, recently incorporated 
Haverhill—Broadway Shoe Co.; manufactur- 
ers; recently commenced business. 
Lynn—Johnson Shoe Co.; boots and shoes; 
recently commenced business. 
MICHIGAN—Detroit—Burns Shoe Stores; 
boots and shoes; inc. authorized capital $1,000. 
NEW JERSEY—Carteret—Prices, Inc.; boots 
and shoes; inc. authorized capital $25,000. 
East Orange—Hall’s Expert Shoe Fitters, Inc. ; 
boots and shoes; inc. authorized capital, $10,000. 
Paterson—Max Bloomberg (105 Broadway) ; 
boots and shoes; reported selling or sold out. 


NEW YORK—Brooklyn—Amalgamated Shoe 


Mfg. Co., Inc.; boots and shoes; inc. author- 
ized capital $20,000. 

New York City—Ev-Gar Corporation; boots 
shoes, etc.; recently incorporated. 

Steamer’s Clothes Shop, Inc.;_ boots, 
etc.; inc, authorized capital $20,000. 

Abe L. Utitz, Inc. ; boots, shoes, etc. ; ; recently 
incorpora‘’ 

Peekskill—Markoff Bros., Inc. (836 South St.) ; 
boots and shoes; name changed to Markoff Boot- 
eries, Inc. 

NORTH CAROLINA—High Point—Thompson 
Shoe Store, Inc., boots and shoes; inc. author- 
ized capital $100,000. 

North Wilkesboro—Absher & Blackburn; 
— shoes, etc.; partnership dissolved. 

E. M. Blackburn & Sons Co.; boots, shoes, 
etc.; recently commenced business. 

OHIO — Ironton — Lambert Shoe Store; boots 
and shoes; reported will discontinue. 

PENNSYLVANIA—Reading—Knorr & Ruth; 
wholesale boots and shoes; reported liquidating. 

Uniontown—L. J. Sauers (11 W. Main St.; 
boots, shoes, etc.; recently commenced business. 

Williamsport—Bond Street Shoe Co.; 
and shoes; inc., authorized capital $5,000. 


shoes, 


Failures, Embarrassments, Etc. 


ALABAMA—Birmingham—S. Ginsberg (Cin- 
derella Shoe Store); boots, shoes, etc.; reported 
offering to compromise at 20 per cent. 


ILLINOIS — Chicago — Samuel Kostman 
(“‘Kostman’s ae Shop”) (2684 W. North 
Ave.; boots and shoes; reported called meeting 
of creditors. 

LaSalle—Henry J.. Malone (‘‘Malone Shoe 
Co.”); boots and shoes; reported petition in 
bankruptcy. 


IOWA—Missouri Valley—Askey’s Bootery; 
boots and shoes; reported petition in bankruptcy. 


MAINE—Bangor—Co-operative Shoe Jobbing 
Co.; boots and shoes; reported assigned. 


MASSACHUSETTS—Adams—Reuben Aronson 
(92 Summer St.); boots, shoes, etc.; reported 
petition in bankruptcy. 

Salem—Ashton’s, Inc.; boots and shoes; 
ported offering to compromise at 25 per cent. 

Derby Shoe Mfg. Co.; reported called meeting 
of creditors for July 7. 


NEW JERSEY—Elizabeth—Hyman 
(“Alexander’s) (58 Broad St.); boots and 
shoes; reported called meeting of creditors. 


NEW YORK—Brooklyn—Goldie Richland (1602 
Pitkin Ave.) (3013 Church Ave.); boots and 
shoes ; repo petition in bankruptcy; re- 
ported receiver appointed. 

New York City—De Luxe Manufacturing Co. 
(133 Wooster St.) ; a slippers, etc.; reported 
petition in bankrupte 

Nathan Frechtel (o720 White Plains Ave.) ; 


re- 


boots and shoes; reported petition in bank- 
ruptcy; reported receiver appointed. 
Rochester—Emma P. Kelleman (800 Hudson 
Ave.); boots and shoes; reported offering to 
compromise at 25 per cent. 
Ripley—Frank Baker; boots, shoes, etc.; re- 
reported petition in bankruptcy. 


NORTH CAROLINA—Charlotte—The Vogue 
Shop, Inc.; boots, shoes, etc.; reported petition 
in bankruptcy; reported receiver appointed. 

OHIO—Columbus—H. A. Leitwein; boots, 
shoes, etc.; reported petition in bankruptcy. 


PENNSYLVANIA—Philadelphia—Morris _Se- 
gal (United Boot Shop) (2905 N. 22nd St.), 

ts, shoes, etc.; reported petition in bank- 
ruptcy. 

Portage—Jacob Goodman; boots, shoes, etc. ; 
petition in bankruptcy. 

RHODE ISLAND—Providence—Harvey’s Inc. 
(281 Weybosset St.); boots, shoes, etc.; reported 
assigned. 

Joseph Spagnolo (Elite Shoe Shop) (766 Hope 
St.); boots and shoes; reported assigned. 

TENNESSEE—Paris—Luther C. Humphreys 
(“Humphrey’s’’) (141 Poplar St.); boots, shoes, 
etc.; reported petition in bankruptcy. 

WISCONSIN — Appleton — Wenzel Hassman 
(William) (406 W. College Ave.); boots and 
shoes; reported offering to compromise at 380 
per cent. 

Edgerton—E. Roeber; boots, shoes, etc.; re- 
ported petition in bankruptcy. 

Milwaukee — Eulalia C. Danner; boots and 
shoes; reported petition in bankruptcy. 


New Shoe Stores 


New Albany, Ind.—W. T. Grant Co., 319-21 
N. C.—W. W. Jones & Sons, 


dg. 

Trenton, N. J.—Jacob Byer, 150 S. Broad St. 

Hutchinson, Kan.—Reno Sales Co., 15th and 
Main Sts 

Riverside, Iowa—Verne D. Landes: 

Clovis, N. M.—Hines & Shadid, 218 Main St. 

Castroville, Cal.—A. Blesio, Pien Bldg. 

Columbus,” Ind.—Valmore McQueen. 

Lebanon, Tenn.—J. E. Jones. 

Tampico, Ill.—O. H. Elsner. 

Arp, Tex.—Prartt’s Store. 

Gage, Ky.—Craft & Hensley. 

Boise City, Okla.—Wood Dry Goods Co. 

Quimby, Mich.—Hoffman Dry Goods Co. 
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Bancroft, Mich.—B. J. Beddoe. 

Ojibway, Wis.—Ray H. Heyman. 

Boydton, Va.—B. Rippen. 

Jamestown, Ky.—John A. Damron. 

London, Ky.—Nick Sullivan. 

Lewisburg, Ohio—Warren Stores, Inc. 
Ardmore, Pa.—Joseph Bonze, 17-19 W. Lan- 


. W. Babb. 
Ky.—Mayfield Department Store. 

Arp, Tex.—M. Rskind. 
Elkhorn, Ky.—A. D. Jackson. 
Paoli, Okla.—A. M. Wheeler 
San Saba, Tex.—H. W. Zweig. 
Winfield, Kan.—A. J. Coombs. 
Malone, Ala.—Claude Gentry. 
Marion, I1l.—Garrison Store Co. 
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Latest Reports of New Stores, 
Failures, Embarrassments and 
Bankruptcy Proceedings 


=] 


10th and 


Stillwell, Okla.—Carl Fritz. 
Santa Paula, Cal.—George Owen, 
ain. 
Lebanon, Ky.—Henry Webster. 
Grinnell, Iowa—The Burg Co. 
Liberty, Ky.—Paul R. Carman. 
Milledgeville, Ga.—S. J. Steinbach. 
Williamsport, Pa.—Bond Street Shoe Co. 
Detroit, Mich.—Burns Shoe Stores. 
East Orange, N. J.—Halls Expert Shoe Fit 
ters, Inc. 
New Bern, N. C.—Belk’s Department Store. 
Ennis, Tex.—Burks Dry Goods Co. 
‘ manta Mass.—Alliance Shoe Co., 2224 Wash. 
t. 
Chicago, Ill.—Packer Shoe Co., Inc., 2664 Mil- 
waukee Ave. (mfgr. 
=n ct Merc. Co., 206 W. 
ain - 
Philadelphia, Pa.—Duben’s 
Store, 845 N. Marshall St. 
Philadelphia, Pa.—Imperial Bargain Store, 307 


Mich.—Roy S. Hartley, Webber 


lock. 
Philadelphia, Pa.—Chas. J. Bell, 726 Spring 
Garden St. 

Eaton, Ohio.—The Boston Store. 

Parma, Ohio—Kogan’s Handy Store, 5427 
Pearl Rd. 

amen Ohio—A. & F. Cut Rate Shoe Store, 

308 Woodland Ave. 

a Harbor, Mich.—A. K. Fransden. 

Riceville, Iowa—N. H. Johansen, Cole Bldg. 

Philadelphia, Pa.—Max Black, 136 N. 8rd St. 

Cleveland, Ohio—Smart Set Frocks, Inc., 1444 
St. Clair Ave. 

Campbellisville, Ky.—Merchants Supply Co. 

Shickshinny, Pa.—Sandy Run Miners & Pro- 
ducers Stores Corp. 

Gary, Ind.—Charme Shoe P omy a 

Terre Haute, Ind.—Beck Shoe 

— Point, N. pp Raed “Shoe Stores, 


~ York, N. Y¥.—Florsheim Shoe Co., 400 
Madison Ave. 

Elkton, 8. D.—F. J. Kneip. 

New York, N. Y.—Kempe & Samuels, Inc. 

Ravenna, Ky.—W. E. Hackworth. 

Palmyra, N. J.—Samuel Freeman, Inc. 

Philadelphia, Pa.—Father & Son Shoe Stores, 
Inc., 3126 Kensington i e. 
me Petoskey, Mich.—C. A. Gronseth, 427 Mitchell 


Vancouver, B. C.—C. W. Copp, 142 W. Hast- 
ings St 
Utah—Interstate Shoe Co., 


Salt Lake City, 
319 S. State St. 

Darlington, S. C.—C. Witherspoon. 

Shepherdville, Ky.—J. E Hays. 

Santa Barbara, Cal.—Frederick W. Huggins. 

Salem, Mass.—Benson Shoe Co., 28 Goodhue 
St. (mfgr.). 

Akron, Ohio—The Paris Fashion 

Terre Haute, Ind.—The Becker Store, 
Wabash Ave. 

Moorhead, Minn.—The Miesen Bootery, 
Central Ave. 

rvine, Ky.—M. P. Elm 

Chicago, Ill.—Newark aes Stores, 80 E. Ran- 
dolph St. 

Quincy, Ill.—Reib’s Women’s Wear Store, 629 
Hampshire St. 

Lexington, Ky.—Allen & Adair, 211 N. Lime- 
stone St. 

Decatur, Ala.—C. D. 

Chicago, Ill.—Bata she "Co., 6430 Ww. 22nd 
St., Berwyn. 

Chicago, Ill.—Bata Shoe Co., 7340 W. Madi- 
son St., Forest Park. 
a Waterloo, Iowa.—Schulte-United, 101 E. 4th 


Merchandising 
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Trumann, Ark.—Barnes’ Cash Store. 
une Mich.—Family Shoe Store, 124 N. 

i 

eg od Mich.—J. W. Henne, H. C. Jorgen- 
sen 

Kettle Falls, Wash.—T. W. a. 

Cannon Beach, Ore.—W. E. Shee 

Portland, Ore.—Ray Hardeback, Park & Mor- 
rison Sts. 

Seaside, Ore.—Selnes & Wheatley. 

Cathcart, Wash.—Anthony Nicholich, W. Vine 


Wash.—Fred Sunderman, 4404 N. 


Pendleton, Ore.—Buster Brown Shoe Co., 725 
Main St. (Aug. 1). 

Shelton, Wash.—M. W. J. Eiers. 

Snohomish, Wash.—Slane & McKenney. 

St. Louis, Mo.—Missouri Shoe Co. 
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Aviation Hook-Up 

PoRTLAND, ORE.—Securing undivided 
interest of “Young America” in Port- 
land, Armishaw’s shoe store, at Park 
and Alder streets, recently staged in 
that city one of the most interesting 
and clever exhibits from the boy point 
of view. This was their aviation dis- 
play, or airplane model exhibit, in 
which the boys’ attention was intrigued 
with personal instruction in the build- 
ing of something closest to their indi- 
vidual ambitions. 

Armishaw’s in availing itself of this 
new type of store promotion was par- 
ticularly fortunate in having Arnold 
Baer, an expert in the construction of 
model airplane and an expert ship 
pilot, as its art director. This Port- 
land aviator was able to impart some 
of his enthusiasm and skill to the youth 
of the city. 

He was also successful in securing 
their interest in the formation of a fly- 
ing club, giving them expert coaching 
in the general subject of flight as well 
as in skyship building, instructing them 
minutely in the making of many mod- 
els. All the boys of the Northwest city 
were eligible to membership in his fly- 
ing organization, which, of course, was 
sponsored by the shoe store. 

On a recent Saturday morning the 
club was initiated with a flock of young- 
sters in attendance at the Park and Al- 
der street shoe store. The manner of 
securing their and their parents’ atten- 
tion was through an announcement in 
a Portland newspaper, specifying the 
event. 











Saturday Closings 


ATLANTA, GA.— Several important 
shoe departments will be closed on Sat- 
urday afternoons throughout July and 
August with an agreement among mer- 
chants to give employees week-end holi- 
days through the two months. Among 
these are the departments at Muse’s, 
J. P. Allen’s, and others. Most of the 
chain shoe stores, however, will remain 
open. 


59th Anniversary 


PITTSBURGH — The retail shoe store 
of George Artzberger, founded by him 
in 1872, is celebrating the 59th anni- 
versary this month. Mr. Artzberger 
retired seven years ago and sold the 
business to M. Nevin, who is now in 
charge. The store is located at 116 
East Ohio Street, North Side. Some of 
the patrons today are of the third and 
fourth generations of original custom- 
ers of Mr. Artzberger. 





New Store 


Los ANGELES—Space in the Bank of 
Italy Building, Pacific Boulevard and 
Zoe Avenue, Huntington Park, Los An- 
geles suburb, has been leased by the 
Osborne-Heckinger Shoe Co. The store 
is being remodeled for early fall occu- ‘ 
pancy. Osborne-Heckinger have been 
shoe dealers in Huntington Park for the 















last ten years. 
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- PREVENTS AIR POCKETS 


Yes, Sir! INVISIBLE MIDDLESOLE is a new bottom filler 
that vulcanizes the outersole firmly to the innersole—abso- . UNIFORM FLEXIBILITY 
lutely preventing air pockets in crepe and fibre soled shoes. ial 


INVISIBLE MIDDLESOLE does away with crawling, 
-» RESISTS HEAT & COLD 
bunching or squeaking, yet remains flexible and resilient. 


Here is hidden value your customer — the wearer — will 


enjoy. 


/ PREVENTS BUNCHING 











Mr. Shoe Manufacturer: let us send you a generous working sam- 
ple of INVISIBLE MIDDLESOLE and test for yourself the remark- 
able merits of this great advancement in modern shoemaking. 


BECKWITH - MFG - COMPANY 
Manufacturers of Vulco Products 


STATLER BLDG. - + + BOSTON, MASS. 
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Foot Delight is an entirely new and different type 
of shoe. A wonderful steel arch, located with 

at 
infallible accuracy by a patented process, gives a 
firmness of support never before known in shoes so 


light. Hidden features nestle softly at the bottom 


of the arch and cushion the foot at every step, 


f2) 
OFA FRIENDLY HAND giving complete freedom from fatigue. 








Foot Delight Merchants are Making Liberal Profits, 
and Building Permanent Success 





The success of Foot Delight is truly sensational. In 
a very short space of time these new and different shoes 
have become established as the outstanding feature line 


with leading merchants in practically every city. 


Foot Delight shoes sell briskly at $8.50 to $10.00, and 


these prices allow an extremely liberal mark-up. 





Their light weight and smart styling have wonderful 
sales appeal. Their truly wonderful features make loyal 
and permanent customers. A remarkable in-stock ser~ 


vice insures large turn-over. Foot Delight shoes keep 





mark-down at a minimum. Bancroft Walker Company, 





Boston, Massachusetts. 


Trade Mark Reg. 


PICK A GOopD LINE AND &TI CSE TO IT 


239 W. 39th 
1879. 
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WITH BOXES 
THAT WON’T HOLD 
WRINKLES 



















OFT AND COMFORTABLE—CERTAINLY! But more than that, 
Armstrong’s Cork Box Toes simply will not crease, or stretch out 
of shape. That’s because the forepart and side walls stay firm. At the 
point where hard toes often chafe the foot, the Armstrong Toe is 
limber and yielding. Your customers won’t have to worry about 
breaking in semi-soft toed shoes—they’re ‘‘broken in’’ before they 
As b fo YT reach your shop. You can get Armstrong’s Cork Box Toes in any style 
shoe—sport or dress, pointed toe or wide. Next 
4 time you buy be sure to specify Armstrong’s 
ARM STRONG S Cork Box Toes. We’ll be glad to send you 
Cc O RK B OX TO E S the names of manufacturers who use them 
regularly. Write Armstrong Cork Armstrong’ 
ATLANTA Cxicago Detroit PHILADELPHIA Company, 933 Arch Street, Lan- 
Boston CINCINNATI New York Sr. Louis caster, Pennsylvania. Product 
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LEVOR eo @ @ 


the name means Service; and 
service means supplying eceo- 
nomically what is wanted very 
much to those whose vast 
needs demand the utmost 
in uniformly good tan- 
nage and the right 

color values. 


LEVOR 
GRAIN-KID 


Black Glazed Kid No. 7 
Black Satin Mat No. 7M 
Prado Brown No. 263 
Madeira Brown No. 22 
Almora No. 174 


LEVOR 
SUEDE KID 


Black No. 7S 
Mooresque Brown No.177 
Almora No. 175 
Senegalese No. 180 











CHOSEN 

Black Kid — Ac- 
corded first posi- 
tion in the Official 
Fall Style Report 
of the Joint Styles 


Conference. 





ACKNOWL- 
EDGED 

By generous ad- 
vance orders for 
KING KID in 
SATIN FINISH 
end BLACK 
GLAZED. 








CONFIRMED 
Volume orders for 
Fall footwear at 
Boston Show Evi- 
dence conclusive- 
ly that Black — in 
both Glazed and 
Satin Finish con- 
tinue to rule. 
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WYNDAM LAST 


Lot No. 310 
Medium Tan Calf Oxford 


Lot No. 315 


Black Calf Oxford 
Leather heel 
Widths A-E, 6-11] 


This custom oxford is in keeping 
with the present vogue in smart 
shoes. 


IN STOCK 


C-H- 
ALDEN 


COMPANY 


* 


DESIGNERS & MAKERS 
OF MEN’S FINE SHOES 


ABINGTON 
‘MASS: 
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STOP! LOOK!! LISTEN!!! 


Here’s the Pick of Those Smart “el & Hall Styles That Are So 
Popular for Fall. Follow the Lead of the Leaders. 


AAAA’s to C 





Built over et oe with 16/8 
No. PAT omy pool 
Harmoaians 


Trim 
» R-213—Brown Kid; Har- 
‘ecaiting Trim 4 


The Beth 


Built over 1681 ion with 16/8 
Cuban Heel. 


R-206—Dull 
a Patent Trim 


Black 


The Anita 





Built over 1881 Last with 18/8 
Louis Heel. 
. R-219—Dull_ Black 
NM ratent t Trim 
No. — conpedilipeenens Suede, Patent a 


Built over 1981 Last with 19/8 
Louis Heel. 

» ee Faillette, Pa- 
r Trim 84 


. The Salome The Bonnie 


Send Your Order TODAY! 


IN STOCK 1to9 








Built over a ieee with 18/8 


No. n-eiecmer ak Kid, 
Harmonizing ‘Trim 


Built over 1580 Last with 15/8 
Cuban Heel. 


No. R-234—Dull Black Kid.. 


Pajama Sandal 





-83.90. 








Built we sant with 19/8 


uis Heel. 
No. R-174—Patent Leather ....83.80 
ret 


Built over 1881 Last with 18/8 
No. R-175—Black Faillette.... Seats Beet, 


No. R-176—Dull Kid No. R-209—Dull Black Kid... 





LINENS ARE STILL GOOD 
Here Are Three of the Most Popular Numbers 
They’re IN STOCK, Too 


=t The —— ; The Lois 


Built over Pe 3 lot with 16/8 Built over PB «- jest with 18/8 
No. R-1348. White +, ae .83.70 No. R-152 Waite , . 83.05 


The Sibyl 











Built — Last with 16/8 
n lp 
No. R-146—White Linen. ..$3.20 








WRITE FOR FREE CATALOG of COMPLETE IN-STOCK LINE 


/ DYER & HALL, INC., 





AUBURN 


-$4.45 
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LOW STOCK carries a 
HIGH COST 


Alert merchants selling men’s shoes, who study their stock 
condition, the numbers which sell best and the ones they 
can buy in advance with assurance, have found a rich brown 
or tan holds an important place in their fall sales volume. 
The high cost of a low stock results from sales missed, for 
we all know that sales are more frequently lost from lack of 
a size than from lack of a style. 




















We illustrate a shoe fashioned by the Weyenberg Guild of 
Shoe Craftsmen for their “Modern Aristocrat” line. The 
style value is enhanced by the rich tones of our LUXOR 
Calf, its fine flat grain with a tight break, and a lustre that 
holds its shine. 










“When the frost is on the punkin’” and the demand for 
sturdy, comfortable fall footwear is in swing, several of your 
best numbers should include LUXOR No. 88. 











On display in the window, the tone of the leather gives the 
shoe that “Come in—and buy me” appeal. Its full round 
feel is comfortable in the wearing and pleasing to discrimi- 
nating customers. 












We take special pride in this tannage of fine calf, first 
selecting the best grade of skins, then working them out 


well, and giving each a uniform color, all of which makes “<The e NMCODERN 
LUXOR Calf economical in the cutting room and adaptable ° 29 
to the popular price range of men’s quality footwear. oA. 11S loc rat ae 


Stock No. 6887, Windsor Last, per- 















Col tch LOxOR Gnit Noss, BG, D widths 
0. 
ON. SUESETRS OF request. —$3.35. "Weyechera Shoe Mfg. Co., 


Milwaukee, Wisconsin. 





“2: OHIO LEATHER [Cox 


aapgmeames = GIRARD OHIO 
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THIS NEW 
BOOKLET 
TODAY 


‘GREAT SCOTT. 
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